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in shoes of quality is fine calf- 





skin...and that always means For logical reasons... in 
fact four logical reasons: 


TAVDRITE TANDRITE represents the cream 
of calfskin quality. 


TANDRITE color represents the 

DP OHH OH op spoon SH highest achievement in uniformity and 
permanence. 

TANDRITE endurance represents 


many decades of time-tested per- 
formance. 





TANDRITE finish represents in- 
comparably smooth and staying beauty. 
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by EUGENE J, HARDY 


a 


Termination of all international controls on hides, skins and leather, 
dissolution of the Combined Hides, Skins and Leather Committee, and the closing 
out of the public purchase program came as a distinct surprise to m Washington 
observers in view of the Administration's recent statement which deemed such 


control necessary as an anti-inflationary measure. 


However, an analysis of the move revealed that the decision was 


unanimous among the 14 member countries and that there were good reasons for the 


move. 

The first of these was the fact that there was a feeling of general 
frustration on the part of the committee, since they were not able to meet the 
requirements of the receiving nations. 

Finally, Russian activity in Argentina provided the death blow. 

Argentina was the key nation in the whole picture, since she holds the 
largest exportable surplus of quality hides. During recent months she has 
refused to ship at existing ceilings, and hides have been piling up South of the 
border. All this added to the troubles confronting the committee. 

With the advent of the Russian mission in Buenos Aires the situation 
took on explosive proportions. The Soviets placed orders for a large quantity of 
raw hides, estimated at between 100,000 and 200,000, at prices estimated at 
15 percent above ceilings then in effect. 

Later cancellation of the Russian commitments indicated that the move 


was purely political, but the damage had already been done. 
The removal of these controls means that leather and shoe prices will 


rise, but this would have occurred an any case with or without OPA. Government 
officials realized that the move was inflationary, but since it will increase the 
availability of leather there was general agreement that prices would soon level 
off. For a short time, at least, the shoe industry and other leather—consuming 
industries will be faced with competition for domestic leather supplies from 
foreign nations, making a price boost inevitable. 

It will also mean that CPA will have to take some action regarding 
Order M-310, which controls distribution of domestic hides. The tight control 
on foreign supplies which existed when the government was the only purchaser will 
have to be invoked or CPA will have to drop controls on domestic hides. If such 






















































































* . — 

Surplus declarations lead to many amusing, but expensive situations. 
For example, the Army plans to buy certain items during the present fiscal year 
despite the fact that identical or similar items have already been declared 
surplus. 

The Army expects to buy 5,654 pairs of rubber hip boots; 9,464 pairs of 
rubber knee boots; and 317,590 pairs of arctic overshoes. Yet, these identical 
items can be found on the surplus market today. 

Funds were also requested for the purchase of 1,627,289 pairs of high 
athletic shoes; 2,000 pairs of boat shoes (safety sole); 1,786,052 pairs of low 
quarter, tan shoes; and 1,370,460 pairs of service shoes (composition sole). 

The latest inventory records of the most common types of Army footwear show that 
the following quantities are on hand: 8,080,710 pairs of combat boots; 3,926,021 
pairs of service shoes; and 649,016 pairs of low quarter, tan shoes. ; 

* * * 

The Patent Office has listed the following patent as available for 
licensing or sale: 

"Toe portion of woman's shoe has elastic flaps which may be stretched 
and fastened by zipper or other means to provide a change of style from open to 
closed—toe shoes. A removable and replaceable zippered 'cap' is also provided as 


a modification." 
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BENJAMIN FISHMAN, manager 
of the Perry Shoe Store in Easton, 
Pa., says: 

“With veterans returning to ci- 
vilian life, the problem arises as to 
how they can be aided in establish- 
ing themselves in shoe retailing. I 
think that veterans who were in the 
shoe business before the war should 
receive large enough quotas and 
deliveries to reestablish themselves; 
but I don’t feel that similar privi- 


leges should be extended to other 
veterans who plan to enter the busi- 
ness for the first time. As a matter 
of fact, there is some doubt in my 
mind as to the need for more shoe 
stores at the present time. 


“To be realistic, it is almost im- 
possible to lease a suitable store in 
this city. That is only the first ob- 
stacle. Other difficulties, including 
the serious shortage of shoes and 
salespeople, and rising costs, make 
the opening of a new store hazard- 
ous for the average veteran. 

“By no means the smallest dan- 
ger is that of being caught in the 
inflationary process which is de- 
veloping. That offers a real threat 
not only to the new merchant but to 
every shoe retailer of limited means. 


“CHERRY COKE” is a popular 
fashion color this season and one 
that is being widely talked about 
in connection with patent leather, 
plastic materials, and shoes. Re- 
tailers who may have occasion to 
advertise it, however, should bear 
in mind the fact that the word 
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“Coke” is really a registered trade- 
mark of The Coca-Cola Company. 
As such, it should always begin 
with a capital letter and should not 
be associated with any other bever- 
age. The REcorDER overlooked this 
latter fact recently, in the text of 
an article about a new shoe depart- 
ment, which carried the title 
“Designed to Attract the ‘Coke 
Crowd.’” The error was court- 
eously brought to our attention by 
John A. Gosnell, assistant general 
counsel for The Coca-Cola Com- 
pany, who wrote as follows: 

The fact is that “Coke” is registered in 
the United States Patent Office as a 
trade-mark of The Coca-Cola Company. 
“Coke” means only Coca-Cola—a fact 
which has been consistently recognized 
by the courts for many years. Strictly 
speaking, therefore, “Coke” is entitled to 
an initial capital and, if used in a head- 
ing or at the beginning of a sentence, 
also to quotation marks or italics. 

We realize that this request is likely to 
seem unnecessarily punctilious, and we 
wish to make it clear that we mention the 
matter only because, under the present 
state of the law, every trade-mark owner 
must diligently endeavor to maintain the 
distinctiveness of his marks. 

* * * 


F. J. MESENBOURG, manager of 
the Freeman Shoe Store on Sixth 
Street in Minneapolis, Minn., says: 

“The call for heavy leather shoes 
is interesting. Heavy shoes were 
formerly definitely Winter wear but 
no longer. The young fellows like 
them all the-year ‘round, with the 
result that demand has been heavy 
during the warm weather, as it is 
in the colder months. 

“Although the dress shoe is a 
staple and has to be carried, de- 
mand for it has fallen off sharply, as 
the older men have followed the 


lead of the younger men and are ask- . 


ing for the heavier weights. When 
we do sell the dress shoe, it is often 
because we have nothing else to offer 
in the size demanded, by someone 
needing shoes instantly.” 


Lille of the lead 


RHODES DEPARTMENT STORE 
of Seattle, Wash. staged its 20th 
annual Junior Managers Day re- 
cently—with teen-agers in the shoe 
buying, shoe selling and shoe man- 
agement positions—as well as other 
executive and practical posts. Ap- 
proximately seventy well-selected 
Seattle school children were picked 
for this great merchandising occa- 
sion—when friends, neighbors_and 


parents came down to the footwear 
departments and other sections of 
the large store to view their “junior 
friends” in operation. Key posi- 
tions such as general manager, mer- 
chandise manager and other execu- 
tive posts were filled by the young- 
sters who were feted at a special 


luncheon by the store. 
_ » * 


Lew HAHN, general manager of 
the National Retail Dry Goods As- 
sociation says: 

“The veto of the modified price 
control bill creates a serious situa- 
tion for every retailer because the 
consuming public, for whom all 
manufacturers, wholesalers and re- 
tailers work, cannot know the con- 
ditions behind the final price which 
must be asked for goods by the re- 
tailer. Thus, while it is in the inter- 
ests of all business that anything 
like an inflationary spiraling of 
prices shall be prevented, the initial 
burden of public dissatisfaction 
over rising prices is bound to be 
visited -upon the retailers from 
whom the public buys. 

“Retailers are especially sensitive 
to this situation and the complete 
dropping of price controls has made 


ea . 








TO BE OR NOT TO BE 


—VJames F. Bone of the Los Angeles 
Chamber of Commerce spoke re- 
cently before the Advertising 
Clubs of Los Angeles on the sub- 
. “An Industry Comes of Age.” 

—tThis industry refers to the Gift 
and Art business which has shown 
solid growth for the past decade. 
In the course of his address Mr. 
Bone said: 

"We see before us in the Gift and 
Art business (of Los Angeles County), 
an industry that is expanding, flour- 
ishing, employing an increasing num- 
ber of people, attracting additional 
capital investment, and doing busi- 
ness in a truly competitive free mar- 
ket. Why? Because the government 
does not subsidize this industry, it 
does not ration its products, and 
°. P. A. regulations covering ceiling 
Prices over its products have gen- 
erally been removed. It is worthy of 
mention here that since price ceilings 
were lifted production has expanded 
and the general price level of the 
products of the industry has dropped, 
in fact a buyers market has developed 
in many classes of products in the in- 
dustry. 

“Here is an industry to study if you 
would like to see how industry can 
expand and flourish and prices be- 
come truly competitive when Govern- 
ment controls and regulations are 
lifted. It is important to the economy 
of a growing area such as Southern 
California that we have an industry 
such as this, capable of expansion to- 
day (because of freedom from Gov- 
ernment economic controls) and 
creating jobs here for our people.” 


— to think about. Eh, 
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them determined to comply with 
the request of President Truman to 
hold the price line. 


“Through many generations - 


American business showed itself en- 
tirely fit to operate without any- 
thing much in the way of Govern- 
ment controls. There now is no rea- 
son for any assumption that the 


general run of competitive enter- 
prises are incapable of doing the 
same thing. Price controls, how- 
ever, necessary during the war 
years, have resulted in great distor- 
tions of normal relationships be- 
tween costs and prices. With free- 
dom restored to the market place 
there unquestionably will have to be 
readjustments, but we believe the 
American business man is too wise 
to proceed on any false policy of 
“all the traffic .will bear” and 
thereby inevitably kill his own 
market. 

“As the NRDGA has been telling 
its members for many weeks past, 
this is the time for retailers to act 
in true statesmanlike manner. They 
know the welfare of their business 
depends upon the welfare of their 
customers.” 

aoe o * 
HAROLD J. NUTTING, vice-presi- 
dent and general merchandise man- 
ager of Marshall Field and Com- 
pany’s Chicago retail stores, de- 
clares: 

“Marshall Field and Company 
will continue for the present to ob- 
serve all O.P.A. regulations as they 
existed on June 30th. This is an 
interim policy and hence is subject 
to change at any time to meet condi- 
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tions. The duration of this policy 
depends entirely upon disposition 
of the O.P.A. in Washington. How. 
ever, for the present it has been 
installed to cover our buying as well 
as selling. So long as this policy ob- 
tains we will neither buy from re- 
sources nor sell to our customers 
at prices above the last established 
O.P.A. ceilings. This policy on our 
part is designed to contribute to 
the stability of the nation’s econ- 
omy. We hope that it will help to 
check inflationary tendencies.” 


GEORGE CHEESEBROW, manager 
of the women’s shoe section of the 
Maurice L. Rothschild store in St. 
Paul, Minn., says: 

“Even when merchandise has 
been difficult to obtain in all sizes, 
we have continued our advertising 
against the day when we can satisfy 
every request. We don’t want folks 
to forget that Rothschild’s is the 
place to find variety and style in 
the shoe that is wanted.” 





“In the next room we have a special model that should interest you members of the 
National Shoe Manufacturers Association.” 
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Crucial Test for Sound Shoe Merchandising 


RETAIL shoe merchants and the American public will 
pay substantially higher prices for shoes, following 
President Truman’s veto of the measure passed by the 
Congress, providing for extension of OPA and price 
controls. 

Higher shoe prices were due in any event, regardless 
of what action might have been taken by the President, 
and regardless of the kind of law that may eventually 
be passed by the Congress. They will be based on higher 
materials and production costs, and they will not con- 
stitute runaway inflation, which the industry realizes 
would lead to disaster. 

OPA had recently allowed increases in leather prices 
and lower price shoes; shoe manufacturers had asked 
for increases in other shoe prices with a virtual assur- 
ance of getting them; OPA officials had conceded that 
retailers would not and could not absorb further in- 
creases in shoe prices at the factory. Everybody in the 
industry knew higher shoe prices were inevitable, even 
before the President announced his unexpected veto. 

The advances will be more swift and steep, however, 
in the absence of any price controls, and even if regula- 
tion is eventually restored, it will be impossible to roll 
back to their former levels the prices of raw materials 
which in large measure determine shoe prices. A world 
market now governs prices of raw stock. 

Cattle hit an all-time high of $22 on the Chicago mar- 
ket in the first day’s trading after price controls ended; 
beef advanced sharply in price; hides and skins will 
naturally follow the live-stock market. Moreover, interna- 
tional raw stock controls have been abandoned. With 
competition virtually non-existent in some segments of 
the shoe trade, due to short supplies, it is conceivable that 
a situation might shortly prevail in which shoe prices 
would be limited only by what customers might be will- 
ing to pay. However, rising shoe production will tend 
eventually to curb such an advance. 


fF ACED with the prospect of a strong price rise all along 
the line, there would be a temptation to speculate 
on inventories, and it’s a temptation to which retailers 
are by no means immune, notwithstanding the fact that 
experience has time and again proved the dangers that 
lie in accumulating stocks that are unwarranted by the 
needs of the business, in the expectation that a rising 


market will continue indefinitely. This time the ten- 
dency to speculate will be curbed by the difficulty of 
obtaining merchandise, though rising prices may act as 
a stimulus to increase shoe production to even higher 
levels than those of the past few months. 

Times like these invariably test the merchandising 
judgment and sound business sense of retailers and 
manufacturers alike, and in this particular situation 
there are so many factors of uncertainty that sanity and 
sound judgment are clearly in order. 

The retailer cannot avoid a price rise that is based on 
fundamental market conditions, but both he and the 
manufacturer, as well as the suppliers all along the line, 
should do everything possible to keep their business on 
a sound and even keel, where they will be in a position 
to meet any emergency that may develop. They should 
do more than that; they should strive to the utmost of 
their ability to avoid any action that will tend to ac- 
celerate an inflationary price rise, and they should exert 
themselves in every way to maintain a sound economy, 
with a fair balance between price and purchasing power. 


AN aspect of the end of price controls that is likely 
to be overlooked, assuming that the Congress fails to 
take further action beyond the possible extension of 
rent control, is the fact that, despite immediate inflation- 
ary implications, the final net result may prove 
deflationary. 

Sharply rising prices can produce the buyers’ strike 
that has already been so widely talked about. They 
will unquestionably tend to shorten the period of gen- 
eral prosperity that the nation has counted on and 
hasten the inevitable reaction, recession or whatever the 
economists may choose to call it. 

It’s easy to mark up prices, and the merchant derives 
a natural satisfaction from the contemplation of en- 
hanced inventory figures. But there's a vast difference 
between inflated inventories and those which reflect the 
normal, healthy growth and expansion of a business. 

President Truman restored to merchants and indus- 
trialists, temporarily at least, the freedom to raise prices 
without let or hindrance from OPA. But he didn’t pro- 
vide consumers with the wherewithal to pay the increase, 
nor curb their freedom to refuse to buy when they , 
consider prices out of line. 


[Additional editorial comment on page 72) 
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YOUR STAKE 
In NATIONAL 


ELL, here it is, Mister; practically a year after Victory, 

and despite the fact that you still have your share of 
headaches, you are, nevertheless, operating in the continued 
roseate security of a beautiful seller's market. You're in 
good company, too, for the salesman who writes your 
orders, and niost of the manufacturers whose job it is to 
fill them, agree with a remarkable unanimity that-you’ll be 
able to sell every pair of shoes you'll get for several seasons 
to come with the greatest of ease. 

However, in every shoe factory with any national dis- 
tribution, there is one fellow whose job and responsibility 
it is to move merchandise by remote control; and he does 
not share the optimism of the other members of the pro- 
ducing and distributing fraternity. He is the ADVERTIS- 
ING MAN, and although often dignified by more grandiose 
fitles, when he’s worth his salt, that’s the name by which 
he prefers to be known. Mind you, he too, enjoys luxuri- 











Your best friend and silent partner in every sale is your 
manufacturer’s advertising man. Plan to know him better. 
He’s more sympathetic than you think concerning your prob- 
lems, and would like to have your help in solving a few of 
his own. He wants cooperation, expects you to play fair, 
back his judgment to the hilt and follow through generally 
with your share of the partnership. 


ADVERTISING 


ating in the warm sun of a seller’s market, just as much as 
you do; but, his views must be long range and his sights 
must be set at least a season ahead. It may surprise you 
to learp that among advertising men there is an equally 
unanimous and far more practical judgment, that come six 
months, or a year at most, we, all of us, are going to have 
to work harder to sell shoes. 

Most of these advertising men are highly complimentary 
to you and gladly give you credit for the fine type of retail 
salesmanship which has produced the present record per 
capita consumption of shoes. He should be happy too, 
for every pair of shoes moving through a progressive fac- 
tory today has an infinitesimal fraction of its all-over pro- 
duction cost set aside for advertising and sales promotion. 
Every pair of shoes you've sold has enabled him to buy 
more advertising space, when it was available, to write and 
design better advertisements, and to increase his authority 
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 Tura-about Is Fair Play. After Listening for Years to Retailers Pass Judgment 
on His Efforts, the Advertising Man Speaks Out on Several Mutually Important 

Matters. At Times You Are a Help, Often a Hindrance to His Efforts; But Every 
Sale You Make Brings You Both Closer to a True Meeting of the Promotional 
Minds. He Gives You Herewith a Few Frank Suggestions on Cooperation and 
Tells How if Will Improve Shoe Advertising for the Big Job Ahead. 


in the selection of merchandise to be featured in 
national advertising. Your seller's market has 
really helped him to come into his own, Last, 
but not least, it has enabled him to set up a 
research and statistical department, without 
which, practical and intelligent advertising can- 
not be prepared. He’s proud of the job you've 
done, and in most cases of the help he’s given 
you; but, being a combination of “cause and 
effect” realist and rairbow chaser de luxe, he 
often speculates on how useful his efforts have 
been during this security of a seller’s market. 


HE’LL look you straight in the eye and admit 
that he does not know how effective advertising 
in general, and his work in particular have been 
during the lush years. And, he'll tell you em- 
phatically that this important selling tool must 
be sharpened. He won't admit advertising has 
gotten fat or flabby, but suggests, rather, that like 
a fighter, who has gone unchallenged for several 
years, he won’t be happy until he has had an 
opportunity to test his right hook. 

During these days of easy selling, he’s had an 
opportunity to devote more time to the study of 
new techniques of presentation and research, and 
with a few exceptions, he feels that he has evolved 
a few formulae which will work when the test 
finally does come. But, now for the BIG NEWS 
for the retailer. YOU, Mister, loom large in 
these plans for the future, YOU and the point- 
of-sale which you represent, have been selected 
as the take-off spot from which his °47 advertis- 
ing, and Spring and Summer selling plans are 
to be launched. And, if you don’t think that’s 
something, remember that this will be the first 
real selling season in five long years. 

Even though advertising men are of varying 
opinions concerning the present effectiveness of 
national advertising, all agree that the last five 
years have given advertising an unprecedented 
opportunity to prove itself. And sales volume, 
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Closer Cooperation Means a Greater Sales Dividend 
‘For Retailer and Manufacturer | 









by JOHN REILLY 





regardless of its cause, justifies every reasonable 
advertising expenditure they have made. But, it 
is in the fields of layout, copy and in the general 
physical appearance of the advertisement that the 
“green years” have given the advertising man 
an opportunity to dispel forever certain grave 
inhibitions which have plagued shoe advertising 
for generations. When merchandise became short 
in supply, the ancient and hoary technique of 
“lots of shoes,” heavy descriptions and wordy 
copy were laid honorably to rest. Even in large 
format advertisements, one or two shoes, a stick 
of 20 or 30 words of copy, a rich, well-designed 
background or spot, plus a large attractively exe- 
cuted trade mark have become the accepted for- 
mula for good shoe advertising. 

Instant trade mark recognition has become the 
immediate objective of most shoe advertising. It 
has been realized to a great extent, as a result 
of the simple, clean appearance of the contempo- 
rary layout. Today, the reader sees the trade 
mark you sell well displayed in white space, 
without the disturbing effects of four or five 
small shoe illustrations, complete with detailed 
descriptions and that tonnage of words which left 
the advertisement gasping for air. 


And, miracle of miracles, today it is no longer 
considered important in selecting merchandise 
for a proposed advertisement to worry about 
whether every retailer happens to have the shoe 
or shoes to be illustrated, on his shelves at the 
time the ad appears. A fast, attractive shoe has 
become a device to give evidence of the correct 

[TURN TO PAGE 96, PLEASE] 


Most every shoe advertising man has 
been through the retail advertising 
mill. He knows all about circulation 
and the comparative costs of it. If 
you think there are any new discount 
wrinkles developing in the billing of 
local newspaper space, rest 

he’s heard about them before .. . 
many years ago. 
























































Dalsimer in Philadelphia uses window displays and ads 
to tie in with the advertising done by Sandler on the 
Ballerina Americana. Note copies of consumer maga- 
zines containing Ballerina ads prominently featured. 


A Promotional Partnership - - 


JT may be that you are entirely satisfied with your vol- 
ume in both men’s and women’s shoes. Chances are, 
though, you’re not, or at least, that you'll be striving to 
increase it the moment more merchandise becomes avail- 
able from the factorigs. You must often have asked 
yourself how some of the chains can get so much shoe 
volume while many department stores and independent 
retailers have to struggle for their share. 

Why is it that so many department stores and spe- 
cialty stores have leased their shoe departments? Isn't 
this a confession of weakness on the part of the retailer 
—a weakness that may be traced in part to an excess of 
private brands and failure to capitalize fully the promo- 
tional possibilities that are inherent in nationally- 
advertised shoes? -The chains, remember, do a smart 
promotional job that carefully co-ordinates every pos- 
sible vehicle of publicity, and puts the chain’s own 
“national advertising”—which generally appears in 
newspapers—to work bringing customers right into the 
store. 

What the independent needs, in our opinion, is a 
working promotional partnership between the shoe 
manufacturer and the shoe retailer. In such a partner- 
ship the retailer would not leave the entire promotional 
burden to the manufacturer. He would do his share, 


Purpose PROFIT 


just as he has learned to do in promoting national 
brands throughout the store during the current mer- 
chandise shortages. Neither would the manufacturer 
leave the entire job to the retailer. 

Right there is a point that we'd like particularly to 
emphasize. The manufacturer must carry his share of 
the load. For here, we think, we are putting our finger 
on the weakest link in the chain of shoe distribution. 
Too few manufacturers think in terms of retail promo- 
tion—and if they don’t, how can a retailer tie up with 
their advertising no matter how much he may want to? 

There was an advertisement for men’s shoes in a 
recent issue of a popular magazine, for example. It 
had as its heading nothing but the brand name of the 
shoes. No reason for buying the shoes, no selling point, 
no theme. Nothing but the brand name: How can a 
retailer possibly tie in with that advertising? Obvi- 
ously, he can’t. He has nothing around which to build 
his message to his customers, because the manufacturer 
has given him nothing. 
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by JAMES C. CUMMING, 
Vice-president, John A. 
Cairnes & Co., New York 


Filene’s in Boston has a special 
section devoted to Town and 
Country’s “Sultry Blonde” 
companions—shoes and acces- 
sories in the same tawny shade 
—and all given national promi- 
nence by the manufacturer. 


Your Resources Have Built Up Widespread Acceptance 













for Their Shoes Through Their Nationwide Advertising. 
You Can Capitalize This Acceptance by Tieing in with 


Other manufacturers do it better. Wright’s famous 
“Active Men” campaign on Arch Preservers had excel- 
lent tie-up possibilities for retailers. Given a little en- 
couragement, the retailer might even use the “Active 
Men” idea as a promotional theme right through his 
men’s departments, and emphasize that this is the store 
for active men to come to for furnishings and clothes as 
well as Arch Preservers. 

In the May Ladies’ Home Journal, Daniel Green used 
this heading on a Mother’s Day advertisement: “Home 
and Slippers Go Together.” There’s an idea that a re- 
tailer could sink his teeth into. Any shoe store could 
prepare an advertisement based on that heading—and 
for Daniel Green the effectiveness of the magazine’s cir- 
culation would be sharply increased by the additional 
newspaper advertising contributed by Daniel Green 
retailers. 

Or consider this heading for Vitality Shoes from the 
same publication: “You're neat, you're nimble, you're 
“Twice as Smart!” The alert retailer could use that 
heading as an eye catcher in his advertising, with benefit 
both to himself and to Vitality. 

And in the May Seventeen there are top-notch tie-up 
possibilities in such advertising ideas as Forest Park’s 
“Very Nice for May” and Carla’s “It’s HIGH time for 
LOW Spectators.” So much for the kind of ideas the 
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Their Promotional Themes. 


manufacturer should put into his advertising to get re- 
tail support. The ideas are the most important part of 
the picture, but they’re not the whole picture, by any 
means. The manufacturer should also shoulder the re- 
sponsibility of interpreting his advertising ideas, not 
only in terms of good national advertising, but also in 
terms of advertising material that the retailer can use. 
This material forms the bridge between the manu- 
facturer’s national advertising and the local advertising 
of the retailer. What should it include? Naturally the 
retailer expects newspaper ads, window display mate- 
rial, price tickets, show cards and murals for use in 
windows or inside the store. 

That’s what the manufacturer should contribute to 
this promotional partnership—good retail ideas in his 
national advertising, and the mechanical units the re- 
tailer needs to harness them. At what point do you, as 
a retailer, pick up the load, and what can you do to in- 
crease your efficiency in carrying it? Here are specific 
suggestions: 

1. You should, first of all, be sure that you have the 
current advertising schedules of the manufacturers of 
all the branded lines of shoes you have in your stock. 
This does not mean simply a schedule of dates and pub- 

[TURN TO PAGE 98, PLEASE} 
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IN SHOE 


agers and copywriters and shoe art- 


ists began to use their talents in pre- 


gnting the beauties of these new 
thoe styles to the public. The era of 
promotion of shoes through fashion 
began. The war, while curtailing 
the creation of new styles and limit- 
ing the purchase of shoes, did one 
very good thing. It stimulated the 
interest in shoes enormously and 
grated a desire not alone for more 
shoes but for new styles. 


Ovcr this critical post-war period 
is ended, the possibilities of in- 
ereased production and new and dy- 
namic styling coupled with equally 
dynamic promotion, are beyond our 
present dreams. One thing is cer- 
fain, however, the success of this 
Kind of promotion will depend on 
the ability of the shoe designer to 
create styles that will fit into the way 
oflife of Mr. and Mrs. John Q. Pub- 
lic and all the little Q. Publics and 
that will coordinate, with the clothes 
they are wearing. The men and 
women whose job it is tc tell them 
and sell them must understand what 
the designer intended when he 
created a certain style and a certain 
type. He must find new ways of pre- 
senting these ideas to the consumer. 

When we think of what lies ahead 


|—how quickly we shall be able to 


travel from the tropics to the Arctic; 
from inland cities to the sea; from 
Summer to Winter and from the 


PROMOTION... 


Shoe Merchants Have Plenty of Convincing 
Sales Arguments, but in the Days Ahead Style 
Promises to Be the Most Effective. 


most sophisticated kind of city liv- 
ing to the wilderness, we can visual- 
ize a little what endless inspiration 
there is for the creator of tomor- 
row’s shoe fashions. And back of all 
this—the creation of a style and its 
promotion—will be new methods of 
promotion—by the printed and il- 
lustrated page, by radio and tele- 
vision. Today the public is shoe- 
conscious as it never was before. By 
intelligent, inspired promotion, it 
can be made increasingly so. All the 
normal human reactions can be used 
to accomplish this result. Vanity, 
love of novelty and of beauty, the 
desire for the shoe that is as fashion- 
right as the costume, the hat and the 
accessories with which it is to be 
worn, these, and more, will sell the 
tashion which will, in turn, sell the 
shoe. So the advertising writers 
who prepare the copy, and the art- 
ists and layout people, must be fash- 
ion-minded, too. 























































































HARRY B. TOVE, 


Tove Advertising 
Agency, New York 





QRDINARILY, one does not pull a conqueror’s ear to 
whisper instructions or cautions. It is more in our char- 
acter as a nation of hero worshippers to lean towards 
any mark of financial success for inspiration, influence 
or counsel regardless of the issue. 

Since “he conquers who endures” is time-tested truth. 
today’s makers and distributors of shoes are victors of 
the years of hardship and mentors in the days of plenty. 






Shoe Ad Trends for Fall - - 


Keep Your Ad Man Posted on Your Business 


Quite often, however, expansion of interests and con- 
tinuance of good circumstance tend to separate a busi- 
ness man from the usual ground-level perspective. 

Complacency with prevailing dollar volume and profit 
through today’s conditions may be a form of artery- 
hardening which will suffer under accelerated con- 
version. It would benefit merchants generally, and aid 
vounger advertising managers particular to review and 
study the advertisements of their own kind of stores dur- 
ing the competitive ‘thirties. 

More than a minority of retail shoe advertisements 
have skeletonized copy today. Some merchants tend to 
view copy as an unnecessary appendage to advertising 
space. Right now, anybody can sell shoes by merely 
saying “We've got it.” Tomorrow, or some early day 
thereafter, it maybe necessary to tell why the customer 
should have “it” instead of “we.” The change of em- 
phasis may attract notice, even from a supposedly blasé 
public. To some it may suggest that you are finding it 
harder to sell because you suddenly are coaxing, after 
having been snooty so long a while. 

[TURN TO PAGE 93, PLEASE] 








RETAIL shoe advertising, in the fall of 1946, will be 
more effective, the same way that all fashion advertising 
is becoming more effective. A few years ago a pretty 
drawing, a photograph, and some descriptive words 
sufficed to sell an article, whether it was a hat, dress, or 
shoes. More recently, however, all of us have seen a 
definite trend in the whole merchandising field, a trend 
to a different type of advertising, and merchandising. 
I mean the “emotional approach” to fashion. This ap- 
proach considers the type of customer who will be buy- 
ing your merchandise, the life she leads, the mood she 
is in when she buys, and whether she buys from whim, 
impulse or actual need. When retailers do their buying, 
the “emotional approach” enters into the picture when 
they consider how a woman will feel when she tries on 
this or that particular hat, or if a pair of daring plat- 
form shoes will turn a shy and modest maiden into a 
sultry siren when she dons them. This then, is the mood 
that will influence shoe buying, and therefore, it is an 
important element in making shoe advertising more 
effective. Make your appeal to the emotions of your 
potential customer. 

Equally important today in the average woman’s 
knowledge of style, is fashion coordination. Few women 


64 





Promote Footwear as an Integral Part of the Costume 






THEODORE A. 
NEWHOFF, 
Theodore A. Newhoff 
Advertising Agency, 
Baltimore, Md. 





think merely of buying a pair of black shoes, or blue 
shoes, or brown shoes. A woman buys a pair of shoes 
to go with a specific costume, or one particular part of 
her wardrobe scheme. Showing appropriate accessories 
in shoe advertising is in sympathy with your customer’s 
original thoughts; and as for the woman who hasn’t 
been won over to this type of buying, it suggests it to 
her. Fashion coordination has been carried out in pro- 
motions of colors and materials, for example, red snake- 
skin, or even in actual ornaments that are repeated on 
bag, belt, and glove. [TURN TO PAGE 93, PLEASE] 
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As Seen from the Agency Angle 


Tell the Public Who Makes the Shoes You Sell 


JUST a year ago all that was needed to make retail 
shoe advertising most effective were the words “Not 


Rationed.” There’s no such magic available today, but 
there are ways to make retail, advertising do its work 
better. One is to tell your public who makes the shoes 
you're advertising. In other words, tie up your adver- 
tisements with the national advertising of the brands of 
shoes you sell. 

You can do this without losing any of the person- 
ality and local importance of your advertisement. A 
slogan, a phrase from the text, or a characteristic illus- 
tration will serve to identfy your advertisement with a 
current national magazine advertisement; while the 
way you lay it out, the type faces you use, and the sig- 
nature cut will stamp it as yours. 

Another way to make local store advertising more ef- 
fective is to use the material furnished by the manufac- 
turers. Practically every national advertising campaign 
includes mats that are available to every retailer, both 
complete advertisements in a variety of sizes, needing 
only the store signature, and individual shoe cuts that 
may be used interchangeably in the ready-made adver- 
tisements or in those of your own composition. Such 








R. D. NORTHROP, 


R. D. Northrop 
Company, Boston, 
Massachusetts. 





material is prepared by specialists whose business it is 
to make advertising attractive and forceful. 

Even the retailer who promotes only his own brand 
name can use the individual shoe cuts furnished by the 
manufacturer to good advantage, particularly when a 
first class shoe artist is not available locally. 

Just how effective a tie-up with national advertising 
can be in local promotion is suggested by the answers 
to a questionnaire circulated among three hundred de- 

[TURN TO PAGE 93, PLEASE] 

























RUTH DATCHE, 
Datché Advertising 
Company, St. Louis. 
Missouri. 


BIGGER, better, more thoughtful—even if fewer ads— 
will continue to be the trend for this Fall’s retail adver- 
tising of women’s shoes. The well informed, clear 
thinking merchant will predicate his Fall advertising not 
upon the current market, but rather upon sound, long- 
term merchandising plans. These plans will be based 
upon: (1) Good brand-names; (2) Special promotions 
rather than seasonal promotions; (3) A desire to make 
profitable, locally, the effective advertising done nation- 
ally by the manufacturers of the brand line. 

It has been well said that a good store plus the good 
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Base Fall Advertising upon Sound, Long-Term Plans 






name of nationally known brands provide a stronger 
competitive advantage than a good store name alone. 
However, it is not too soon to recognize as such those 
lines which have only a name and are without reputa- 
tion. It is high time to select and to advertise only 
those good names which—when competition sets in— 
will carry their own weight in the consumer market. 


Now that the entire shoe industry is gearing itself to 
steady year-round production, the retail merchant can 
expect to see less emphasis placed upon seasonal promo- 
tions and greater emphasis upon a program of promo- 
tions carried on throughout the year. We have wit- 
ressed during the past few years the breaking down of 
purely seasonal business with all its headaches; but the 
decided advantages of year-round promotions will be 
realized to the fullest extent only with the return to full 
production. We do not expect them to publicize the 


fact; but certainly, with current systems of allotment 
and unnatural demand, good merchants are rationing 
themselves in order to have enough merchandise to 
back up their ads and thereby maintain consumer con- 
fidence. Now is the time, through intelligently planned 
advertising, to assure the success of this sound and profit- 

[TURN TO PAGE 95, PLEASE] 




















OSCAR BRESNICK, 
Bresnick & Solo- 


mont, 





THE condition is not necessarily peculiar to the shoe 
business. It is one which the nation’s industry at large 
must face sooner or later and.it is apparent that it had 
better be sooner, rather than later. It is a condition in 
which expansion of production and sales must be ab- 


sorbed. 

Despite the manifold restrictions, the shoe industry is 
producing the greatest number of units in the history of 
the country. Manufacturers have enlarged their plant 


Boston Mass. 





Shoe Ad Trends for Fall - - 


Recognize and Make Use of the Importance of Brands 


capacity and increased their facilities. Retailers have 
added new stores on relatively low inventories, thereby 
securing greater turn-over. In fact, the turn-over even 
amazes them. In addition to this, many new firms have 
entered the field in a market that has always been con- 
sidered highly competitive. 

It certainly poses a neat question to those who are 
concerned with the future. No one will concede that 
the “Roman Holiday” can continue. Perhaps there is 
no basic answer to the problem. The road to any busi- 
ness Utopia is laid with economic landmines. There 
are, however, many things that can be done to reach 
the desired goal. This must, of necessity, be a joint 
undertaking of manufacturer and retailer. Neither fac- 
tor can do it alone because both are so closely inter- 
related in any merchandising activity. It may be this 
very inter-relation that can supply the answer—a more 
unified approach and closer cooperation between manu- 
facturer and retailer. 

If new trends are developed which act as a stimulant 
to sales, the manufacturer must be alert to both their 
origin and promotion. The retailer, on his part, should 
be similarly alert in his own presentation that will 

[TURN TO PAGE 103, PLEASE] 

















GooD retail shoe advertising begins, we believe, long 
before there is any thought of purchasing a three-col- 
umn space in the daily newspapers. It begins the min- 
ute the shoe designer sits down with pad and pencil to 
sketch a new shoe style. For the shoe that results will 
either fill an actual need in your customer’s life, or cre- 
ate a brand new need, and by these two factors your ad 
theme should be set. It is up to the buyer to get this 
information to his store advertising department. If he 
fails to do so, the advertising that results will be “pulled 
out of the air” and necessarily less than good. 

Retail shoe advertising (when the industry really 
aims at that 600-million-pairs-a-year mark) will have a 
terrific job to do—and it’s got to be good. It must ra- 
tionalize, for the customer, the purchase of many more 
pairs of shoes a year, than have ever before been 
purchased. 

This will be made both more difficult—and easier— 
by the bad buying habits women have had thrust upon 
them during these years of shortages. You have shown 
a woman, because of necessity, that black patent leather 
slippers look pretty good with a navy crepe dress. She’s 
always been told they were good with prints. Thus she 
has learned that one pair will do where two pairs were 
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Shoe Advertising Must Become Fashion Advertising 
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Earle Ludgin & 
Company, Chicago, 
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necessary before. On the other hand, she’s grown weary 
of having to wear the same pair of slippers, so it may 
be easier to sell her, say fancy green shoes for her navy 
dresses—simply from a fashion standpoint. 

And right here, in fashion, we believe lies the answer. 
It’s a creative fashion job that will have to be done by 
manufacturer and retailer together. Shoe advertise- 
ments will become fashion advertisements; shoe retail- 
ers will pay as much attention to nationally advertised 
shoe fashion names as clothing retailers have long been 

[TURN TO PAGE 107, PLEASE] 
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As Seen from the Agency Angle 


Your Advertising Should Be Your Business Insurance 


HOW make your advertising more effective? 

In normal times the word “effective” applied to ad- 
vertising usually has but one meaning and that is “per- 
suasive enough to produce more sales.” In this topsy- 
turvy era, however, you must write your own definition, 
for as far as I know, no shoe retailer wants to encourage 
more business while his stocks are pitifully inadequate 
to take care of the demand which already exists. Con- 
sequently, if he advertises, it should be to serve some 
cther purpose equally important to his present and 
future welfare. 

Depending upon the individual situation and prob- 
lems, any number of worthwhile angles suggest them- 
selves. 

If, for example, you handle a branded, nationally ad- 
vertised line, you certainly want to keep its name closely 
identified with yours and you want to keep selling its 
advantages to your community to insure a healthy flow 
of business when competition strengthens and supply 
catches up with demand. Your own advertising agency 
(or manufacturer) can help you build a campaign 
which sells the brand without selling specific mer- 
chandise. 


MORTON FREUND, 


Morton Freund 
Advertising Agency, 
New York 


Or you might do a campaign to soften the blow to 
those who come into your shop and can’t be fitted, Cor- 
rectly handled, with good understanding and perhaps a 
dash of humor, such advertising can convert a lot of 
potential ill will into good will. Here, for example, is 
one advertisement of such a series we have been doing 
for a retail clothier. 

Last Spring, for the London Character Shoe Stores of 
New York, we did a good will building campaign which 

[TURN TO PAGE 107, PLEASE] 





Four Steps Toward Effective Retail Advertising 


MARTHA WEISLER, 
Martha’s Adver- 
tising Service, 

Los Angeles, Call. 


THE effectiveness of retail shoe advertising for Fall 
will depend more than ever upon the thoughtful use of 
the “AIDA” of advertising (Attention, Interest, Desire 


and Action). 
For ATTENTION: 


the layouts and application of 
artwork will play a very important part because of the 
necessity of smaller space in ads all over the country 
due to the newsprint curtailment. Evidence of this has 
already started with stores like Charles Kushins in Oak- 
land, who, accustomed to the use of 4 cols. x 10” and 
3 cols. x 15” space, are now using and will continue in 
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the Fall with 3 cols. x 64%” ads. Reliable Shoe Store 
in Fresno, who have been users of large daily space in 
the newspapers—pages and half pages—are planning 
an intensive Fall campaign with 20” ads. 

For INTEREST: the use of nationally known brand 
names of shose will play one of the outstanding roles 
in the drama of shoe advertising for Fall. The concen- 
trated plan toward this end will be continued with more 
force by Boldrick’s in San Diego as well as Baxter's, 
Seattle and Tacoma; Cooley’s Peacock Shoe Shop in 
Phoenix and George Schwab in Westwood. These and 
other retailers like Carol Wills, Oakland; Given Broth- 
ers, E] Paso; Williams Shoe Co. of San Diego, Salt Lake 
City and Jackson, Tenn.; Lawrence’s, Waikiki, Manu- 
facturer’s Shoe Store, Honolulu; Bud’s Bootery, Pen- 
dieton, Oregon; Fred Siemon, Wenatchee, Wash.; Her- 
cld’s San Jose, as well as Speicher’s, Salt Lake City, 
realize that to have these nationally known brands in 
their stores is not enough—promotion of these names in 
their advertising will play a big part in their Fall pro- 
grams. 

The tie-in with outdoor billboards, featuring nationally 
known shoe names, with a follow-up in newspapers, 

[TURN TO PAGE 127, PLEASE) 
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Pre-Test Your Advertising for Consumer Acceptance 


EUGENE GILBERT, 


Gil-Bert Teen- 
Age Services, 
Chicago, Ill. 


IT is my belief that an advertising campaign, of any 
nature, can induce consumers to purchase specific items 
only if the component ads and the media employed have 
2 direct appeal to that portion of the buying public 
which is the objective, or target, of the advertiser. 
Measuring the extent of appeal of an advertising pro- 
gram is one of the many valuable functions of market 
research. The scientific study of the potential and actual 
appeal of all types of advertisements, and the relative 
merits of the several media which can be utilized to con- 
vey the message of the advertiser, is being ever more 
widely recognized as one of the most reliable methods 
of determining the success of a current promotion cam- 
paign or predicting the potential of a future program. 


A carefully planned and skillfully conducted research 
study, adequate in coverage of the areas and popula- 
tion groups of primary concern, can provide accurate, 
up-to-date information on these points: 


a. Where your potential customers buy their. shoes. 

b. What leads them to buy at this particular estab- 
lishment. (The sub-areas of investigation within 
this problem are many. Of major consequence are 
reactions toward sales personnel and the general 
atmosphere or appearance of the store; prefer- 
ences for types, or brands, and styles of merchan- 
dise; price ranges; and influence of your adver- 
tising, based on frequency of observation and re- 
actions thereto.) 


The facts relative to the two points mentioned above 
are the basic materials the retail shoe dealer requires to 
formulate, direct, and improve his advertising, but my 
experiences in conducting market research studies 
emong the youth of the nation point up conclusively the 
fact that too few store owners, managers, or executives, 
have any of this information at their disposal. 

How can one wisely outline his advertising campaign 
for the Fall season if he has nothing more to rely upon 
than the judgment of himself and his business asso- 
ciates? Is one always to guess what is best, and pray 
for results? Such a practice seems hardly necessary, or 
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Stress the “Shoe for Every Occasion" Idea 


PRESENT day conditions in the shoe industry place 
tremendous problems on the manufacturer, who, try as 
he will, is unable to meet demand. The retailer, on the 
other hand, finds that his stocks practically “walk off” 
his shelves with very little or no selling effort. His only 
problem is finding new ways to say “sorry.” 

As we all know, however, the near future will see these 
positions exactly reversed. Manufacturers will find their 
problems solved and will pour into the market more 
shoes than have ever been made before. Retailers will 
be faced with the problem of moving them. How suc- 
cessful they will be will depend, in a large measure, on 
the effectiveness of their advertising and merchandising. 

To achieve this effectiveness, the usual rules must, of 
course, be followed. There must be the closest coopera- 
tion and harmony between the store’s merchandising and 
advertising departments. The advertising must be con- 
sistent and regular—not spasmodic. It must have con- 
tinuity and, as far as possible, tie-in with the manufac- 
turer’s national advertising, both in appearance and 
timing. It must be seasonable and objective in theme. 

But in addition to these elementary rules, which any 
good advertiisng manager knows and follows, there 
must be a fundamental idea, or as we in the agency 


WILLIAM H. MULLGARDT, 
Westheimer & Company, St. Louis, Mo. 


business are wont to call it, an “angle” on which to hang 
the advertising. 

We of Westheimer and Company feel that by far the 
most effective “angle” in selling the vastly increased 
pairage of tomorrow will be the “Shoe for Every Occa- 
sion” idea. Never before has the public been so clothes 
conscious—so style conscious. Men and women alike 
are fast accepting the idea of different type outfits for 
dress, for business, for leisure and for play. Many shoe 
manufacturers have already hopped on the “Shoe for 
Every Occasion” bandwagon and added play and leisure 
types to their lines. Other manufacturers are sure to 
follow. 

Wide awake retailers will stock not only these differ- 
ent types, but a wide variety of styles in each type. In 
their advertising they must stress the “Shoe for Every 
Occasion” idea. They must show the different types and 
make specific suggestions as to what actvities call for 
each. They must impress on the consumer the fact 
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THE latest styling of raincoats has 
given a lilt to rainy days, has swept 
away some of the dreariness of gray 
skies and wet streets, has made 
women fuss before a mirror and ad- 
mire their costumes just as they do 
when wrapped in their very latest 
cloth coats. 
pouring down, but colorful um- 
brellas bob up and down the street 
protecting coats of gay pastel 
shades, coats that are bright and 
shiny, and smartly designed—coats 
with personality plus—coats that 
are the postwar contributions from 
manufacturers who are style-con- 
scious come rain or shine. 

But a coat is only part of a rainv 
day costume. Even more essential 


The rain may come 


Right: Reading left to right: 
Child’s Weatherall boot from 
Goodyear Glove. Child’s Carnival 
boot in brown from Hood Rubber 
Co. Brown Radar boot with con- 
trast lining and front strap by 
Cambridge Rubber Co. Child's 
High-Kwick rubber gaiter by US. 
Rubber Co. 














Left: Reading left to right: Women’s slide gaiter with black 
silk finish upper by Servus Rubber Co. Moritz boot with front 
slide fastener and corrugated sole; shearling lined throughout, 
tae by Beacon Falls. Doray slip-on cowboy boot by Converse 
Rubber Co. High boot with inside slide fastener from Goodrich 
Footwear Division. Luxurious fur trimmed Velveteen Top Boot 


by Mishawaka Rubber & Woolen Mfg. Co. 


by BETH 
HOLLINGER 


Fashions in Rubber Footwear Return 


They're Prewar Fashions, It's True, but They Provide 
More Variety for Protective Footwear Promotion than 
Shoe Retailers Have Had in Years. 


from the protective point of view is 
footwear. Drab, dull, and unimag- 
inative were wartime rubber cover- 
ings, but not much more so than 
other rainwear items during that 
Government restrictions 


period. 



















necessitated by material shortages 
and production limitations made 
rainy days even more depressing 
from a style point of view. 

[TURN TO PAGE 97] 
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The Selby Shoe Company " Ssheoed 
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Time for Intelligent Sales Promotion 


EN the July 1 Editorial Outlook, under the heading 
“Price Policies and Prosperity,” the REcoRDER indicated 
some measures which, in its judgment, might be taken 
to prolong the period of prosperous business which the 
shoe trade, both manufacturing and retail, has enjoyed 
during the war period. There is another means of 
furthering this objective, which is perhaps, the most 
obvious of all, and to which considerable space is being 
devoted in this issue, namely, advertising and sales pro- 
motion. 

There is much current discussion relative to the pos- 
sible return of a “buyers’ market,” and this has natu- 
rally received impetus from the termination, temporary 
or permanent, of price controls. In a free economy, it 
is inevitable and necessary that the buyer should have a 
freedom of choice in the merchandise he purchases, for 
otherwise competition, the controlling factor in a free 
economy, could not effectively operate. This being true, 
the normal condition in a free economy will be one in 
which a surplus of merchandise will be available. Obvi- 
ously this condition has not existed in the “sellers’ 
market” that has prevailed during recent years. 

Manufacturers and merchants are inclined to adver- 


tise rather freely in periods when business is good, 
profits are easy and money is plentiful. It is good busi- 
ness to maintain the good will of customers at all times, 
but prosperous periods are not the times when advertis- 
ing is most essential. The greatest need for it, and for 
all kinds of sales promotion, comes when business is less 
active, and when there is a surplus of merchandise to be 
sold. It is most essential, perhaps, in the transition 
periods, when a well-planned program of sales promo- 
tion can be helpful in warding off an impending reces- 
sion, or in giving added momentum to business at the 
beginning of an expansion period. , 

Shoe retailers are not afraid of a “buyers’ market,” 
but they don’t wish to give encouragement to a “buyers’ 
strike,” and naturally they are desirous of doing every- 
thing possible to postpone or prevent a business reces- 
sion. This being true, now is the time when they should 
give most careful consideration to the vital subjects of 
advertising and sales promotion. With this thought in 
mind, the articles and expressions on shoe advertising 
for the coming season that appear elsewhere in this 
issue are recommended to the thoughtful consideration 
of Recorper readers. 





Strong Advance in Leather Market 


CHAOTIC conditions prevailed in the New York leather 
market on July 8, following the four-day holiday, when 
buyers contacted their sources for finished leather and 
learned prices on sole leather and cattle hide upper stock 
had advanced in some cases as much as 35 to 40 per 
cent since the close of business the week before. Calf- 
skins and other types of leather were reported following 
the same general trend. 

Tanners’ representatives attributed the increased prices 
to the fact that packers were asking from 35 to 40 per 
cent more for hides. The result was a situation of gen- 
eral confusion, leather wholesalers facing the alterna- 
tive of buying finished leather at the increase and run- 
ning the risk of being caught with high priced stocks on 
which they would have to take a loss if price controls 
should be reinstated, or of paying possibly even greater 
increases if the new price control measure is rejected 
and the market advances further. 
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Some houses in Gold Street were advising their ac- 
counts to buy leather on an open memo and thus take 
care of their immediate needs until such time as the 
price situation is clarified. Meanwhile it was predicted 
that wholesale shoe prices will advance to materially 
higher levels if the free market continues. 

Shoe manufacturers were in a quandary as to what 
they should do, and it was believed that some would be 
inclined to delay shipments until the price confusion is 
somewhat abated, thus aggravating the condition of 
acute shortage of shoes in retail stores. 

The New York Times on July 11 published the results 
of a market survey showing tanners’ prices on leather 
were up on an average of 20 to 30 per cent above OPA 
ceilings, while manufacturers’ prices for shoes averaged 
8 to 9 per cent higher. Kid tanners reported raw goat- 
skins practically non-existent. 
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Ye YOUR SUEDE CUSTOMERS 


wit Firestone 


“onto THE QUALITY ELASTIC 
SHOE BACKING 


Take the slack out of suede ... but don’t stretch it taut and thin. Shape 
it gently, mold it firmly with Contro elastic shoe backing. For Contro 
holds suedes unwrinkled ‘round the instep, snug by the heel. Confro 
flexes with every movement, shapes to every foot, goes with every 
leather. Contro holds better, lasts longer because it's the only quality 
elastic containing Vitalin, the magic, modern, wear-resistant vitamin. 

Write or call Firestone, Akron or our New York Sales office, Empire 
State Building, New York 1, N. Y., for further information. 


ES LISTEN TO THE VOICE OF FIRESTONE MONDAY 
EVENINGS OVER NBC 
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These California Platform Comfies 
fer the dealer two obtstanding 
advantages in TODAY'S market... 







& They ore a quality product in design, 


styling, material and workmanship. 
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The upper is made of fine, smooth 






Elk leather. Has full support ng 
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# You can have them now —— THEY’RE 
READY FOR IMMEDIATE DELIVERY.-! 
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Colors . Red and Brown 
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| The ZIPPER 


Trimmed with a. 


patent collar of California Platform Zippers 


FAITH SHOE COMPANY 


17 LeGrande Avenue + Wilkes-Barre, Penna. 


“90's the Triumph of Path!” 


Manufactured by the Originators 

















ee 


Smart LADIES CASUALS for FALL 


S * ia In Over-all Brown or Black . Sy.) 
\ ‘ 


~ > \ 
Suede Leather 


~ - \ Sa . \ 


cian — 


( \ Sizes 4 to 9 Aa | 
Retails at About Cc. | 
ae é 
The BOOTEE. —— 4 
With o Fine Electrified Natura \ — ; 
; \ 
Shearling Cuff 
| 
CLOSED TOE 


The MAJORETTE SLING PUMP 








HEP 


| 


=+ 
se 
‘_—_ 


Se 
ani 


yl h. 
Spa ili 
| 


| 


| 


Pie amy 
AE ge 


IK 


; “ee 
: 
. : r 
ay y 
| 
| | 
| | 


WH 
fi 


i FL 
r 


+4) 
ll 


i: 


| ilbis-.-°- 


TTT a 
MONS al 


| 


} 
} 
| | 


See HT Fea 
Wi}; is 












United Lasts. are Precision 


Lasts. 










United Lasts are Correct in 


Design and Measurements. 





STYLE STUDIOS 
Marbridge Building, New York | Shoes Made Over United 











286 Congress St., Boston Lasts Fit the Foot Well. 





UNITED LAST COMPANY 


“Fit-Foremost Lasts” 
140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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“Fall Promotion Plans and Programs 


Shoe Manufacturers Announce Advertising Campaigns for 
Coming Season and Outline Plans for Dealer Cooperation. 


Acrobat Shoe Company 


“We shall advertise Acrobat Shoes 
in magazines and newspapers,” an- 
nounced Burton Huffman, general man- 
ager of Acrobat Shoe Company, a Di- 
vision of General Shoe Corporation. 
“But as in the past, we shall continue 
to go into the principal markets of the 
country with Acrobat ads appearing in 
sixty-one metropolitan newspapers and 
forty-three cities every week during the 
Fall selling period. 

“This advertising will be backed up 
with dealer helps which include window 
and counter cards, mailing pieces, and 
newspaper mats. However, the main 
punch will be the Tumblin Tim Library 
for Children, which has been the out- 
standing children’s promotional item 
during the past year. These books, of 
which there are now two in circulation 
and another one in preparation, have 
sold nearly 1,500,000 copies during the 
last year. These Tumblin Tim Books 
are given away with the purchase of 
Acrobat Shoes. 

“All of these promotions will be 
announced from time to time in the 
trade publications.” 


American Girl Shoe Co. 


The American Girl line of shoes re- 
tailing around $6 will be nationally 
advertised in the following magazines: 
Charm, Seventeen, Good Housekeeping, 
Woman’s Home Companion, Calling All 
Girls, Junior Bazaar. 

A great many of the American Girl 
dealers will feature these national ads 


in their local newspapers about the 


time that these magazines appear in 
the newsstands. The company supplies 
dealers with window cards, price tick- 
ets, and also a complete mat service. 


Bakelite Corporation 

Don Mason, manager of publicity for 
Bakelite Corporation, says: 

“This fall we intend to use the fol- 
lowing publications and subjects on 
VINYLITE plastics: 

Saturday Evening Post, September 
21, 1946, VINYLITE plastic soles and 
tipping for children’s shces. 

Ladies’ Home Journal, . November, 
1946, VINYLITE plastic soles and tip- 
ping for children’s shoes. 

Parents Magazine, October, 1946, 
VINYLITE plastic soles and tipping 
for children’s shoes. 


duly 15, 1946 


Harper’s Bazaar, September, 1946, 
VINYLITE plastic high-gloss shoes 
and handbags. 

Vogue, October, 1946, VINYLITE 
plastic high-gloss shoes and handbags. 

Harper’s Bazaar, October, 1946, Ap- 
parel accessories of VINYLITE plastic 
and VINYLITE plastic high-gloss 
shoes. 

Vogue, November, 1946, Apparel ac- 
cessories of VINYLITE plastic and 
VINYLITE plastic high-gloss shoes. 

Harper’s Bazaar, November, 1946, 
VINYLITE plastic evening shoes. 

Vogue, December, 1946, VINYLITE 
plastic evening shoes. 


Bates Shoe Company 


Francis Ryan, sales manager of 
Bates Shoe Company, Webster, Mass., 
makes the following announcement re- 
garding Fall advertising plans: 

“Our national advertising program 
has been expanded. It will be on a 
continuous basis without regard to 
seasons and in this respect back up the 
thinking of our industry in its Bal- 
anced Shoe Program. 

“Our trade paper advertising has al- 
ways been set up on a continuous basis 
and will be continued on this basis 





New Approach in 
Shoe Advertising 


for Fall, pointing out to the dealer 
how our shoe idea “Slipper-Free Where 
Your Foot Bends” works for the store 
and increases the turnover. Trade 
paper advertising includes Boot AND 
SHoe RecorperR and Apparel Arts. 
“Dealer displays will include four 
color reproductions of current Bates 
Originals styles, plus other traffic stop- 
ping displays which include our barber 
pole shoe stand and a deluxe fur rug.” 


Brown Shoe Company 


R. G. Stolz, advertising manager of 
Brown Shoe Company, announces the 
Fall advertising program of that com- 
pany’s several divisions as follows: 

Buster Brown Division—We will con- 
tinue with our national network radio 
program heard every Saturday morning 
on the N.B.C. network. This is a half- 
hour program featuring Smilin’ Ed Mc- 
Connell and his Buster Brown Gang. 
It consists of songs, fun and exciting 
stories, It is designed to appeal to 
children in the age group of four to 
twelve years. 

Comic books featuring three stories 
in the program are distributed four 
times a year to children through Buster 
Brown dealers. Announcement of a new 
comic book is made over the air and 
the children are told they can have 
them free of charge at their nearest 
Buster Brown retailer. 

Exclusive dealer display helps coor- 
dinated with the radio program are 
given to all dealers, a large number of 
prepared newspaper ads accompanied 
by complete mats on all ads are sent 
to all retailers. Other miscellaneous 
promotion and merchandising material 
is supplied to dealers from time to 
time. 

Roblee Divtsion—Roblee advertising 
will continue exclusively in Life Maga- 
zine for the Fall season with full page 
four-color ads. The Roblee test radio 
program has just been completed over 
41 stations of the Don Lee Mutual net- 
work in Washington, Oregon and Cali- 
fornia. The program ran for 26 weeks 
to determine the effectiveness of net- 
work radio and advertising men’s shoes. 
An exclusive newspaper test campaign 
has also just been completed on a 
national basis. 

Extensive display material, prepared 
newspaper ads and complete mats, pro- 
motional material and miscellaneous 
merchandising material based on na- 

[TURN TO PAGE 78, PLEASE] 
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tional advertising, is supplied to all 
dealers. 

Air Step Division—Our Fall national 
advertising campaign on the Air Step 
line will consist of four color full page 
bleed ads in Life. The ads will continue 
to feature a similar layout and art 
techniques which have consisted of 
very large shoe illustrations, overali 
color background, a short amount of 
copy and a large display of the Air 
Step trade mark. The Air Step Divi- 
sion will also promote thé Air Step 
Fall Fashion Revue which is a one- 
week promotion during October de- 
signed to feature Air Step Shoes and all 
Air Step retailers throughout the coun- 
try. Strong advertising and publicity 
support will be given this promotion. 
Dealers helps are generally along the 
same lines as those distributed by the 
above divisions. 

Naturalizer Division — The Natura- 
lizer Fall advertising campaign is 
again exclusively in Life Magazine and 
consists of four color full page bleed 
ads. The technique used in layout and 
art will feature the latest in style 
trends and suggestions as to use of 
the style. A one-week promotion based 
on the Naturalizer Fit Parade will 
be promoted by Naturalizer dealers 
throughout the country during October 
for one week. Dealer helps will follow 
similar patterns to other divisions with 
a few variations. 

Forest Park Division—The national 
advertising campaign for Fall will con- 
sist of full page four-color ads appear- 
ing in Mademoiselle, Seventeen and 
Junior Bazaar. 

A variety of dealers helps are sup- 
plied to Forest Park retailers. 





Cobblers, Inc. 


Cobblers advertising program for 
Fall includes full page, two-color ads 
in the leading national magazines. All 
shoes advertised are available in mats 
to the company’s dealers. 

“We also help them with large dis- 
play pieces which we charge at cost 
price, and we distribute smaller adver- 
tising props free of charge,” said Mrs. 
Maria Springer. 

“We have regularly scheduled adver- 
tising in the trade publications in 
which we inform our retailers about 
our plans for the future and note- 
worthy promotions.” 





Edwin Clapp & Son, Inc. 

“Briefly, our advertising schedule 
for Fall includes color ads in Esquire, 
ads in The Rotarian and Christian Sci- 
ence Monitor, plus trade press adver- 
tising in Boor AND SHor ReEcorpEr, 
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Apparel Arts, Creative Footwear and 
Coast Shoe Reporter. We will further 
furnish complete mat service, window 
and counter displays to our dealers, 
without charge,” said L. H. Billet, ad- 
vertising department of Edwin Clapp 
& Son, Inc. 


Craddock-Terry Shoe 
Corporation 

Natural Bridge Shoemakers, a divi- 
sion of Craddock-Terry Shoe Corpora- 
tion and a long-time, consistent adver- 
tiser of its Natural Bridge Shoes for 
women, reports the continued use of 
Good Housekeeping, Vogue and Made- 
moiselle for the coming season. The 
message carried in this national pro- 
motion will be keyed to the importance 
of fashion and comfort “in a woman’s 
world.” Likewise keyed to this theme 
will be dealer newspaper ads, window 
displays and consumer direct mail 
folders. 

American Gentleman Division, Crad- 
dock-Terry Shoe Corporation, is break- 
ing its Fall adyertising campaign with 
a four-color page in Esquire, Septem- 
ber issue. In Life, this line of men’s 
footwear will again be represented 
throughout the season, with a continua- 
tion of its “Outstanding on the Ameri- 
ean Scene” series which has been so 
successful in building consumer ac- 
ceptance over several seasons. News- 
paper ads, window displays and per- 
sonalized dealer-to-consumer mailing 
pieces will all carry the theme of the 
national promotion, giving the dealer 
the maximum benefit of advertising co- 
‘ordination. 

Miracle-Tread Shoes, this Fall, will 
again be seen in The Ladies’ Home 
Journal, the publication which has pub- 
licized the line consistently season ‘in, 
season out. In addition to its Journal 
promotion, Miracle-Tread Division, 
Craddock-Terry Shoe Corporation, will 
introduce the line to the readers of 
Glamour. The Journal-Glamour com- 
bination will be the backdrop for a 
broadseale dealer newspaper, window 
display and direct mail localized pro- 
gram geared to «the Miracle-Tread 
theme of “Pretty Ankles.” 





Daytimer Shoe Company 

Fall advertising plans of the Day- 
timer Shoe Company, North Adams, 
Mass., include national consumer ad- 
vertising of their long established Day- 
timers by Gale, and their Modern Miss 
line which has been added this year. 
Mademoiselle, Glamour, Seventeen and 
other magazines that reach -the most 
profitable market for the shoes will be 
used. Newspaper mats, display cards 












and other point of sale material will be 
provided. 

For the recently launched line of 
Junior Daytimers for boys and girls 
from three to twelve, a series of four 
color inserts in trade papers plus direct 
mail, will be used to establish the line 
in suitable outlets. 





The Irving Drew Corporation 


Drew Shoes and Dr. Hiss Balanced 
Shoes will be merchandised more than 
ever through consistent newspaper ad- 
vertising on a cooperative basis. At- 
tractive ad layouts, tie in window cards 
and display signs will round out the 
punch delivered by this advertising. 
Beautiful new multi-colored consumer 
folders will be used as envelope stuff- 
ers to circularize “repeat” customers. 

“We are firm believers in tieing in 
the majority of Drew shoe advertising 
with our dealers,” says George R. Ut- 
lye, treasurer. “Direct results are best 
obtained through newspaper advertis- 
ing. Boot AND SHOE RBCORDER and 
Women’s Wear, continuing along well 
established lines, will carry our sales 
message to retailers everywhere. 





Newton Elkin Shoe Company 


A. H. Bogutz, president of Newton 
Elkin Shoe Company, outlines adver- 
tising plans of that company as foi- 
lows: 

“We plan to continue the extensive 
program of national advertising in the 
fashion media begun by our company 
quite a few years ago. 

“This program has been somewhat 
accelerated in the last three years, be- 
cause we believe that now is the time 
to make Mrs. Consumer conscious of 
brands. Everyone, it seems, is getting 
on the ‘brand wagon’; the store presi- 
dent, the buyer, the sales clerk and 
the consumer. 

“Toward that end we have encour- 
aged national advertising wherein the 
dealer’s name and our name appears 
in the advertisement itself. We believe 
that this type of advertising impresses 
Mrs. Consumer with the ‘double in- 
tegrity’ of a good store name and a 
good brand name. We will confine 
most of our advertising dollar to this 
end.” © 


Endicott Johnson Corporation 


Endicott Johnson Corporation will 
emphasize its strong helps including 
window cards, price tickets and a mat 
service which are carried at all times to 
supply free to the trade, according to 
J. J. Ward, advertising manager of the 
Corporation. 
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Stine Boy Ho s have become the finest answer to the modern day 
charge ‘two bits’ for shinia black or tan shoes and ‘four bits’ to clean the 
white ones. SHINE-BOY Holders pay for themselves in short order. 


SHINE-BOY Baby Shoe Holders make it quick and easy for mothers to 
clean and whiten baby’s shoes . . . without a speck of polish touching their 


In PARENTS’ Magazine, 800,000 families are reading about SHINE-BOY 
Holders. Order your stock pec 


SHINE-BOY Baby Kit . 
Baby shoe holder, a fine white polish 
licator packed in box, is a 
MUST for x3 mothers small chil- 
BOY Baby S 
SHINE-BOY Baby hoe holder grasps al yoo - 
t firmly and provides a a= = «© «SHINE-BOY Shoe Holders . 
so that the Bonny Boi ne Lagat 1 Wsas\ For mother and dad and all the chil- 
PRESTO! ce the shoe is i ae fa It os 2 a ee 4 ag Ne — s% na ‘te 
makes a wonderful baby gift. Retail $1. Ya mnathed’e and chiidcon’s chown, -Gtsal 
‘ - constructed with self-locking heel ad- 
pnb eco eeby pee SHINE-BOY Shoe Hold-  justment that fits all sized shoes. A 
"gift box. Colors: baby ers are packed in the at- _ wall_ bracket is furnished so that 
Blue and baby pink. Si tractive gift box illu SHINE -BOY may be demounted 


trated. Six dozen boxes when not in use. EVERY family is 
dozen boxes to the ship- to the shipping carton. acustomer. Retail $2. 


construction, the 


ping carton. 


DEALER HELPS . . . Newspaper mats and enamelled wood dis- 
plays may be requested with your order. Wooden displays are 
aapeeet at 3 » small cost. 









Fortune Shoes for Men 

Opening gun in the national adver- 
tising campaign for Fortune Shoes for 
Men will be a full color page in the 
September 14 issue of Collier’s, featur- 
ing Fortune’s “Moxfords,” “Fall In- 
formals” and “Nuggets.” The same 
three promotions will be featured indi- 
vidually in three additional color ads 
to follow in True and Collier’s. Tying 
in with the national ads will be a series 
of dramatic window panels for smaller 
dealers, and a new Deluxe Display Ser- 
vice for the larger Fortune dealers 
which contains solid mahogany window 
ramps and background frame for Cus- 
tom Window Panels. Among other 
dealer helps will be newspaper mats, 
direct mail, window cards and price 
tickets, 

























Friendly “Sports” Campaign 

For Fall 1946, Friendly “Sports” will 
be featured in Vogue, Mademoiselle 
and Seventeen magazines in full-page, 
four-color advertisements. All ads will 
continue to be signed by Bea Friendly, 
the typical, seventeen-year-old girl in- 
troduced and developed as the Friendly 
“Sports” trade character during the 
Spring 1946 advertising season. 

Principal promotion theme of the 
Fall campaign will be Bea Friendly’s 
Beau File——a diary and date book in 
four colors, written in jive-talk and 
“grooved” to the teen-age bobby soxers. 
Dealers will give a Beau File to each 
purchaser of a pair of 
“Sports.” For Bea Friendly and her 
sister-wearers of Friendly “Sports” the 
Beau File twelve-month, date-and-diary 
calendar will start with September for” 
dealers’ ready tie-in with their back-to- 
school promotions. 

Tying in with both magazine adver- 
tising and the Beau File promotion, 
Friendly “Sports” dealers will be af- 
fered an extensive, free mat service. 


The Gilbert Shoe Co. 


Leo F. Molling, of The Gilbert Shoe 
Co., says: 

“Our advertising will consist of our 
regular ads in the Boor aNp SHOE RE- 
CORDER, and we will continue with all 
the advertising helps such as folders, 
blotters, birthday cards, window signs, 
ete., which we have been furnishing to 
our trade gratis.” 


Daniel Green Company 

Daniel Green slippers will be pre- 
sented in color to some ten million 
families through the pages of the 
Ladies’ Home Journal, Woman's Home 
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Companion and Good Housekeeping in 
the months of September, October and 
December. 

“To link up with this national maga- 
zine advertising dealer helps are avail- 
able in the way of a complete newspa- 
per mat service and handsome display 
signs,” said R. S. Lambertson. 

“We do not plan to use trade publi- 
cations this Fall, but do expect *n 1947 
to appear again in Boor AND SHOE RE- 
CORDER.” 


Jarman Shoe Co. 


Continuing the theme, “At the Sign 
of the Golden Shoe Horn You Discover 
Jarman’s Friendliness of fit,” Jarman’s 
new national advertising campaign will 
begin with a full color, full page in the 
August 31 issue of The Saturday Eve- 
ning Post. This will be followed by five 
more full color pages in Life, The Post 
and Esquire. Four separate promotions, 
“Moc-Sans,” “Million-Aires,” “Leisu- 
als,” and-“Christmas” will be featured 
in the ads and in an elaborate series 
of colorful window displays — also in 
newspaper mats, direct mail and spe- 
cial window cards. A unique Christmas 
Gift Certificate Plan is built around a 
miniature of Jarman’s famous Golden 
Shoe Horn. 


Geo. E. Keith Company 


“Walk-Over’s most aggressive adver- 
tising campaign since before the war 
will be waged this coming season,” ac- 
cording to D. E. Alexander, advertising 
manager, “even though we nor our 
dealers have anywhere near enough 
shoes to meet the current consumer 
demand. We feel, however, that this 
situation is due to change and when 
it does we intend to be in full swing 
with our advertising and promotion 
efforts. 

“To our magazine list, which already 
includes the Woman’s Home Companion, 
Life, Collier’s, Esquire, Vogue and 
Harper’s Bazaar, we have added the 
Ladies’ Home Journal to augment our 
national advertising. 

“Once again we are beginning to 
merchandise this national advertising 
to the retailers, something which we 
did not stress during the war years. 
We are sending reprints of the adver- 
tisements to our retailers, mounted, for 
window and counter display,” Mr. 
Alexander explained. 

“In addition we are providing them 
with newspaper mats of these national 
advertisements, adapted to their local 
newspaper use, but retaining the 
‘flavor’ of the national campaign. 

“This Advertising Plan Book of ours, 
is something of which we are really 








proud. Each season we give our deal- 
ers some 50 custom built newspaper 
advertisements in mat form, on which 
we spend as much time as we do on 
our national material. We include with 
the advertisements suggestions for 
radio scripts and for newspaper pub- 
licity, as well as suggestions to hel 
salespeople complete the Walk-Over 
sale at the fitting stool. 

“Our window material consists of 
colorful blow-ups, window cards in 
various sizes, price tickets, and the 
usual window and counter signs. We 
shall maintain all of this service. 

“Our trade advertising appears in 
each issue of Boor AND SHOE RECORDER, 
alternating men’s and women’s adver- 
tisements, and in addition we are in 
Women’s Wear Daily, Footwear News 
and Men’s Wear with consistent year 
around schedules. From time to time 
we also use some of the other trade 
publications. We also advertise in The 
Christian Science Monitor, and the 
Jewish Daily Forward, considering this 
a part of our national program.” 





The Krippendorf-Dittmann Co. 


The Krippendorf-Dittmann Co. is 
continuing with ads in Vogue, Good 
Housekeeping, Ladies’ Home Journal, 
Woman’s Home Companion, Mademoi- 
selle, and The Instructor. BOooT AND 
SHoe Recorper is used to reach the 
shoe dealers. 

This company reports that it has 
actually used more space for national 
advertising during the war period than 
it did in normal times. 





La Marquise Footwear, Inc. 


“Our national advertising program 
for the Fall season has been enlarged, 
and we will use four color pages and 
two column two color advertisements 
in the following fashion magazines: 
Vogue, Harper’s Bazaar, Junior Ba- 
zaar, Good Housekeeping, Mademoiselle, 
Charm, Seventeen; and Cosmopolitan 
and Good Housekeeping in the general 
magazine group,” according to Harold 
B. Gessner, vice-president of La Mar- 
quise Footwear, Inc. 

“Our dealer advertising includes pages 
in Boot AND SHOE Coast 
Shoe Recorder, Creative Footwear and 
Women’s Wear Daily,” Mr. Gessner 
added. 

“Our dealer help program calls for 
a complete mat service which includes 
individual shoe cuts as well as spe 
cially designed ad mats to cover every 
occasion for Fall and holiday. 

“In addition, we are developing mod- 
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ern plastic display signs. We will an- 
nounce later a very important program 
of aids to selling indoor footwear.” 





1. Miller & Sons 


Michael McKone, advertising ,mana- 
ger for I. Miller & Sons, announces a 
new approach in shoe advertising for 
that firm’s Fall campaign, which in- 
cludes full page advertisements in 
Harper’s Bazaar, Vogue and other 
fashion magazines. These advertise- 
ments will be educational in purpose, 
in that each of them will show, in con- 
nection with a shoe from the Fall line, 
a typical costume for which it is suit- 
able. 

Costumes illustrated in this way 
naturally will include accessories and 
thus tie in with I. Miller’s accepted 
merchandising principle of promoting 
shoes in connection with appropriate 
accessory and apparel items. 

This campaign will be continued 
through September, October and No- 
vember. Dealer service will reflect the 
merchandising angles contained in the 
national advertising and will cover the 
ground adequately as to types and 
kinds of shoes. Dealer advertising will 
* sell primarily from a fashion angle, 
plus quality appeal. Publicity and ad- 
vertising brochures will be sent to the 
dealers every month. Each will con- 
tain many ideas, ad mats and suggest- 
ed ads on accessory tie-ins or color co- 
ordinations. The combination of ready- 
to-wear and shoes in retail display ads 
will be encouraged through comprehen- 
sive layouts and suggested copy themes. 





Nunn-Bush Shoe Company 


Although consumer demand for qual- 
ity shoes will probably continue to ex- 
ceed the supply this Fall and Winter, 
Nunn-Bush Shoe Company believes ad- 
vertising activities should precede and 
anticipate normalcy. As a consequence, 
Nunn-Bush dealer helps and services 
will cover a broader field during the 
coming months than at any time since 
before the war, Advertising Manager 
Walter Fanning unnounces. 

Nunn-Bush national advertising, too, 
will be on an expanded basis. The 
young man’s apparel magazine Pick 
will be added to a schedule which al- 
ready includes Life, Saturday Evening 
Post, Collier’s, Esquire, and American 
Legion magazine, 

In trade publications, Nunn-Bush 
will continue to use twelve pages in 
Boor & SHor Recorper and six pages 
in Apparel Arts, 
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Dr. A. Posner's Shoes, Inc. 


Dr. A. Posner shoes will run the 
largest national and trade paper ad- 
vertising campaign in its 58-year-old 
history. Full page ads in four colors 
will appear in September issues of 
Good Housekeeping and Parents’ Mag- 
azine; also black and white one-half 
page advertisement in Ladies’ Home 
Journal, Woman’s Home Companion, 
Child Life, and Seventeen. In addition, 
Boot AND SHOE REcORDER and one 
other trade paper will be used con- 
sistently each month. 

New dealer helps are being prepared 
such as blotters, birthday cards, pack- 
age and envelope inserts, school kits, 
toys, “Body Balance” folders, window 
display material, and blowups of all 
national advertisements. 





Rhythm Step Shoes 

Rhythm Step shoes are to be adver- 
tised in leading fashion and service 
magazines in ads that will appear from 
August through November, according 
to Ray Hunnius, advertising director. 
Advertising in trade publications will 
be mostly in the October show issues. 

“Our dealer helps, such as window 
displays, counter cards, mailing inserts, 
radio, scripts, etc., will again be used 
as in the past,” said Mr. Hunnius. 





Selby Shoe Company 


The Selby Shoe Company, Ports- 
mouth, Ohio, will continue its ‘schedule 
of dominant four color, bleed pages 
in Ladies Home Journal, McCall's, 
Woman’s Home Companion, Mademoi- 
selle, Charm and Vogue. Starch re- 
ports give Selby advertising unusually 
high readership ratings and little 
change in format is contemplated. A 
consistent trade paper schedule in Boot 
AND SHOE RECORDER and Women’s Wear 
will also be used. 

A new and improved newspaper mat 
service book will be available on each 
of the various Selby brands. A new 
format is being established to place 
emphasis on merchandising specific 
shoes in an effective manner as opposed 
to wartime philosophy of general pub- 
licity. 

Selby has always maintained a well 
rounded display service of posters, win- 
dow cards, price tickets and displays. 
New Fall display ideas are carefully 
and colorfully designed to fit any win- 
dow size and can be used effectively 
inside the store, according to Advertis- 
ing Manager W. E. Lawson. 





Sewanee Shoe Company 


The Sewanee Shoe Company an- 
nounces a comprehensive advertising 
campaign to promote Casual and Indys 
Fortunet this Fall. 

The campaign offers a maximum of 
advertising utility to retailers featur- 
ing the Fortunet franchise, From Av. 
gust through December four color fyl] 
page advertisements will appear in 
Vogue, Harper's Bazaar, Seventeen, 
Glamour and Junior Bazaar as well as 
black and whites in Calling All Girls. 
Extensive newspaper campaigns will 
appear in selected cities throughout the 
country. A hand painted type of win- 
dow display, four color glamorized 
statement inserts, and complete adver- 
tising mats of the national ads are 
available for the dealer’s use. 

Characterized by an entirely new 
type of feminine approach the campaign 
is expected to result in considerable no- 
tice among style conscious women. 





Skyrider Shoes for Boys 
“Amazing! Startling Realism! 
Unique!” That’s the way Skyrider 
describes its new premium for Fall, a 
set of airplane pictures which, when 
viewed through a special Stereo-viewer, 
come to life in three dimensions. Avail- 
able to all Skyrider dealers, and con- 
taining a special window displayer and 
75 sets of Skyrider “Stereo-Plane” pic- 
tures, the promotion “Package” is de- 
signed to pull boys into stores that fea- 
ture Skyriders. When a boy buys a 
pair of Skyriders the dealer gives him 
a set of pictures and the “Stereo-view- 
er.” Supporting this point-of-sale pro- © 
motion will be national advertising in 
Parent’s Magazine, newspaper mats, 
window cards and price tickets. 





J. P. Smith Shoe Company 


“Our national advertising program 
is no longer seasonal,” says Marshall B. 
Cutler, advertising director of J. P. 
Smith Shoe Company. “We expect to 
use space for British Walkers in one or 
more national publications every month 
of every year with the exception of 
January and July. 

“Trade advertising has been a little ~ 
curtailed during the war years and will — 
not be materially increased until we ~ 
can again see the green light for pro- 
duction. However, we will keep our- 
selves before the trade as steadily as — 
good judgment allows in the face of © 
existing conditions. 

“Dealer-helps are planned for longer — 
service, less frequent distribution. We ~ 
will produce window and department — 
displays, suited to and suitable for the — 
finest stores—but such displays will be 
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supplied only on dealer-order. There 
will be a complete series of local news- 
paper ads and several printed pieces.” 





Stacy-Adams Co. 


Arthur F. Luce, treasurer of Stacy- 
Adams Co., says: 

“The demand for Stacy-Adams shoes 
—from dealers of long-standing alone 
—so far exceeds our maximum possible 
production, that we are confining Stacy- 
Adams Fall 1946 advertising to our 
long-term program in the outstanding 
consumer publications and the principal 
shoe trade papers. We are deferring 
a complete program of skillfully co- 
ordinated and individualized point-of- 
sale promotion until we can at least 
back up our regular accounts with suffi- 
cient shoes.” 


ee 


Tober-Saifer Shoe Company 


In keeping with the consistent na- 
tional advertising program that has 
been followed during the past ten 
years, the Tober-Saifer Shoe Company 
will again present its four nationally 
advertised lines in leading women’s 
magazines during the Fall season. Full 
page, four color ads featuring Jolene 
Shoes, Victoria Cross, Debtowners and 
Gliders will appear in Vogue, Harper’s 
Bezaar, Charm, Glamour, Junior Ba- 
zaar and Hunter Screen Unit. 

“In addition to the national advertis- 
ing planned for Fall,” Melvin F. Ro- 
man tells the RecorpDER, “a comprehen- 
sive dealer advertising program will 
be continued. Large colorful display 
cards will be used to reproduce the 
national ads as they appear in the 
magazines. Attractive window cards, 
price tickets and window backgrounds 
are also to be furnished to Jolene, Vic- 
toria Cross, Debtowners and Glider 
dealers. A complete campaign of dealer 
newspaper advertising material will 
also be furnished free of charge.” 





Trimfoot Company 


Trimfoot’s national advertising will 
continue heavy and level, according to 
J. B. Ruebel. Space used on Trimfoot 
Baby Deer and Pre-School Shoes will 
show no seasonal high-spotting. Few 
seasonal messages will be used. The 
campaign is built around the year 
‘round market for staple styles in sizes 
where new shoes are needed often re- 
gardless of season. Consumer maga- 
zines going, to expectant and new 
mothers, as well as to mothers of older 
children, will be used for continuity of 
coverage from crib to kindergartcn. 
Five trade publications are being used 
regularly. Point-of-sale display units 
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and a newspaper mat service are avail- 
able to dealers. 





The Yankee Shoemakers 


The advertising plans of the Yankee 
Shoemakers of New Hampshire call 
for monthly consumer announcements 
throughout the Fall in full page, full 
color in both Parents Magazine and 
Good Housekeeping. The theme is “Lit- 
tle Yankees are designed to keep little 
feet normal” and the health features 
of the shoes are explained. 

For window and interior display, a 
novel wooden sign featuring the Little 
Yankee “designed to keep little feet 
normal” tied up with a picture of the 
Yankee Shoemaker will be distributed 
to all customers. 

A new folder of advertising layouts 
and copy ideas will be distributed this 
Fall. “Each season, more than 50 per 
cent of Yankee Shoemaker’s customers 
use this service. The Yankee Shoemak- 
ers are aiding their customers in the 
design and installation of Posture 
Study Platforms, an aid to fitting ac- 
curacy in the sale of children’s shoes,” 
said Abraham Rosenberg, vice-presi- 
dent. 


International Footwear Co., Inc. 


“Our advertising program for the 
Fall 1946 as currently planned,” said 
Myron B, Wolf, vice-president of Inter- 
national Footwear Company, Inc., “will 
include seven advertisements during 
the months of September, October and 
November in color in Glamour, Charm 
and Seventeen. In addition to this, it 
is contemplated to run advertisements 
in August, September and October in 
Women’s Wear footwear news section, 
and in August and October in the 
Boot AND SHOE RECORDER. In addition, 
numerous dealer helps such as counter 
displays, catalogs, salesmen’s port- 
folios, etc., will be used in order to 
carry out to the utmost the story be- 
hind ‘Feeleez’ footwear and the ex- 
tensive use of this product for indoor 
wear.” 


Store Takes New Quarters 
In Up-State N. Y. 


NiaGaRA Fatis, N. Y.—Sam’s Shoe 
Store, formerly located: at 1909 Pine 
Ave., has begun business in a new lo- 
cation at 2317 Pine Ave., in a larger 
and more modern establishment. 

The store carries shoes for the en- 
tire family, specializing in children’s 
fittings and men’s safety shoes. 






NSTA Urges Hotel 
Fire Prevention 


Cuicaco, ILu.—Spurred by recent 
hotel fires and explosions in Chicago, 
Dubuque, Iowa, and Dallas, Texas, 
which have taken nearly 100 lives, offi. 
cials of the National Association of 
Women’s and Children’s Apparel Sales- 
men, Inc., and the National Shoe 
Travelers’ Association have met with 
officers of the National Safety Council 
and urged that a closer enforcement of 
state hotel fire codes be made in the 
interest of traveling salesmen. 

At the suggestion of National Safety 
Council personnel, who point out that 
highway traffic facilities far exceed 
those of hotels and public buildings, 
the two national associations of travel- 
ing salesmen have undertaken a safety 
campaign among their members in 
transit to and from hotels by all 
methods of transportation, including 
the private automobile. National 
Safety Council will assist in the cam- 
paign with broadsides, literature and 
publicity in its nine national maga- 
zines. 

Through officers and directors of 
affiliate state and regional groups over 
the United States, I. Jerome (Duke) 
Harris, president of the women’s and 
children’s apparel groups, and Nor- 
man Souther, secretary-treasurer of 
the National Shoe Travelers Associa- 
tion, will urge the contacting of hotel 
inspectors, requesting their special at- 
tention to fire prevention. 





Men’s Store Features 
Boys’ Department 

SEATTLE, WASH.—A new Roblee shoe 
store was opened here recently at 1404 
Third Ave., by C. G. Armstrong. Prior 
to the war, Mr. Armstrong managed 
the Buster Brown Shoe store located 
in the University District. 

Very modern in all its appointments, 
the new store boasts of beauty and 
style. Being a men’s and boy’s store, 
the color scheme is masculine, pre- 
dominating in rich tones of reds and 
browns. 

At the rear of the room, a circular 
alcove has been designed to please boys 
desire to buy shoes “Just like Dad 
wears.” Here the wall is covered with 
red plaid wall paper. A red leather 
divan follows the curved line of the 
wall. The floor in this room is covered 
with red and black linoleum. 

Fixtures throughout the store are 
made of bleached oak. 

The back wall of the show window, 
one of the outstanding points of inter- 
est, is finished in light brown padded 
feather, matching that used in the oc- 
casional chairs. A shadow box display 
case fits neatly into the wall as a means 
of advertising special numbers. 
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FORECAST: Increasing national adver- 
tising on AMERICAN GENTLEMAN Shoes! 
Look for a bright full-color page in September 
ESQUIRE, in addition to continuous adver- 
tising in LIFE, building consumer acceptance 
North, East, West and South ... insuring brisk 
future business for our present dealers... 
and a real opportunity for the new accounts 
which we will add when conditions permit. 


> 
© AMERICAN GENTLEMAN DIVISION 
Craddock - Terry Shoe Corporation . Lynchburg, Virginia 


The Value Shoe 
to Retail 
$ $ 
6 to’8 
DISTANT POINTS 
SLIGHTLY HIGHER 














RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Mateafacetriing ni Markeds 


New York 


THE end of OPA caught the New York shoe industry at 
a virtual standstill. A majority of factories were closed 
for the first two weeks of July; others closed for a week 
beginning with the 4th of July holiday. Full scale oper- 
ations weren’t begun until the beginning of the current 
week. 

Meanwhile, manufacturers, individually and collective- 
ly, called for the maintenance of ceiling prices, at le 
anti] prevailing confusion subsides. A lengthy statement 
by the National Shoe Manufacturers Association expressed 
the belief that controls, so far as they affect the industry, 
are dead. The association asked for restraint in upping 
prices to prevent the shoe industry’s: being blamed for 
any ensuing period of inflationary shoe prices. 

David Cohen, president of the New York Shoe Board 
of Trade, said, “It is the intention of the manufacturers 
in our group to hold the line on prices as long as it can 
possibly be done. The fact that we no longer have an 
OPA should not result in the tragedy of uncontrolled 
inflation if manufacturers and retailers alike are sensible 
and reasonable.” 

Members of the National Slipper and Playshoe Manu- 
facturers halted operations from July 3 until July 15. 
Meanwhile, Harold Gessner, president of the group, ad- 
vised members to maintain the status quo on prices. Mr. 
Gessner expressed the belief: “There will be no increase 
in casual shoes and slippers made of fabric uppers.” 

The New York Shoe Wholesalers Association went on 
record as strongly favoring voluntary continuance of OPA 
ceilings. “We think it would be a terrible mistake for 
merchants to involve themselves in a steadily rising price 
spiral,” Sidney Thalheim, head of the group, stated. “The 
few extra dollars we might make are not worth the dis- 
1uption to our economic structure.” 


Chicago 


EXPIRATION of the OPA came at a time when all shoe 
manufacturers and tanneries in the Chicago area were 
starting upon their summer vacations. All plants were 
closed down with only a skeleton office force on hand. 
Considering the many uncertainties involved regarding 
the price structures of the future, no one in authority any- 
where would “stick his neck out” to the extent of ventur- 
ing a prophecy. It was freely admitted, however, that 
prices of shoes must rise somewhere in the very near 
future. As one factor said: “Even if the OPA were still 
in existence, there was every indication that higher ceil- 
ings in shoes would have soon been established. Proof 
of this was to be seen in the recent increase allowed in 
the lower price ranges.” 

No one at this time would have the temerity to even 
guess what the percentage of future increases may be 
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No reputable house wants skyrocketing prices in the re- 
tail field, but in view of higher labor costs, larger pro- 
duction costs, etc., it is obvious that the footwear end 
of living costs will rise with the rest. 

On July 1 there was some evidence of scare buying 
similar to the shoe-coupon days. Customers stampeded 
Marshall Field’s basement to the extent that they had to 
rope off the shoe sections and allow customers in as the 
clerks were able to serve them. What may happen re- 
lative to a “buyers’ strike” is still in the future. At 
present women are buying Argentine alligator shoes, made 
in South America, at $39.75 in considerable quantities at 
one of the high-fashion stores. Shoemen state if these 
are considered desirable at this price, American-made 
shoes of the choicer Mexican skins are certainly worth 
over $50. The question in everyone’s thinking is: Will the 
retailer charge all the traffic will bear, or will saner, 
more conservative minds prevail? 

“Getting while the getting is good” is a practice that 
soon defeats itself and the greed of a few short-sighted 
merchants must be curtailed by those, manufacturers and 
merchants: who take the long view of the economic pic- 
ture—those who see beyond tomorrow, those who consider 
the present situation a challenge and a responsibility. 


Boston 


IN common with industry all over the country, New 
England shoe manufacturers, tanners and wholesalers are 
agreed that, as a result of the lapse in price control, there 
will be no price increases on merchandise which they 
now own. Until Congress acts and sufficient time there- 
after has elapsed in which to evaluate that action, they 
would prefer not to accept new business for ‘future delivery. 
Such business as is being done, however, is on an open 
price basis. Most competent trade observers do not ex- 
pect a clarification of conditions before the end of the 
third week in July no matter how speedily Congress may 
act. 

The settled policy of everyone in the trade is to take 
no advantage of the country’s return, temporary or per- 
manent, to a free market. Price increases, if and when 
they come—and some are expected by most trade lead- 
ers—will be barely enough to include added costs of 
material. Keenly conscious of the fact that the public may 
react unfavorably, increases will be confined for the time 
being to those for which permission was given by OPA 
officials prior to its lapse. One well-known manufac- 
turer, as a matter of fact, announced before the Presi- 
dent’s veto of the price control bill that he would not at 
that time increase his prices by much more than half 
the amount of the increase granted him by OPA. 

Most factories in New England were closed during 
the week beginning July 1. There were few buyers in 
the Boston wholesale market; and Wednesday, July 3 
(Wednesdays being the day traditionally devoted to visits 
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Yes, the Trimfoot Man helps shoe 
fitters make more money... and 
helps shoe dealers get new volume 
sales. He’s a welcome visitor wher- 
ever he goes. Recognize him by 
the dollar bill in his breast pocket. 


Be sure the Trimfoot Man visits 


your store. Write to Trimfoot 
today and ask him to call. 


TRIMFOOT COMPANY e TRIMFOOT TERRACE ¢ FARMINGTON, MISSOURI, U.S.A; 
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| FOOT Reliet is 
BIG Business! 


j 


It’s PROFITABLE business! 7 out of 10 of 
your customers have need for one or 
more of these easy-fo-sell Dr. Scholl's 
Aids for the Feet. They make for better 
SATISFIED customers . . . produce RE- 
PEAT sales, which every merchant 
wants ... accumulate GOODWILL for 
your business. Feature nationally adver- 


tised Dr. Scholl’s Foot Comfort* products 
in your store and reap these fine 
EXTRA profits that belong to YOU! Fol- 
lowing cre some of Dr. Scholl's fast- 
selling items. Stock up on them NOW. 
Send for catalog of our complete line. 


THE SCHOLL MFG. CO., Inc. 


213 W. Schiller St., Chicago - 62 W. 14th St., New York 








DR. SCHOLL’S ZINO-PADS 


FOR CORNS, SORE TOES, SOFT CORNS, 
CALLOUSES, BUNIONS, HAMMER TOES, 
TAILOR'’S BUNIONS 
Super-Soft Dr. Scholl's Zino-pads come in 7 
sizes and shapes for these foot conditions. They 
instantly stop painful shoe friction; lift pressure. 
Almost every customer needs them. Very soft, 
soothing, cushioning, protective. Separate Medi- 
cations included in 
every box for remov- 
ing corns or callouses, 
Nationally advertised 
the year cround,. 

Retail, 35¢ box. 


DR. SCHOLL’S FOOT-EAZER 


* FOR TIRED, ACHING FEET, 
RHEUMATIC-LIKE FOOT AND LEG PAINS, 
DUE TO WEAK OR FALLEN ARCHES 


Dr. Scholl's Foot-Eczer is the largest-selling 
Arch Support in the world. Over 5 million pairs 
have been sold. Highly effective for quickly 
relieving lar and li ft strain, the 
cause of pain and excessive fatigue from weok 
or fallen arches. Fit 

in any shoe like an 

insole. Adjustable, 

Nationally advertised 

over 40 years. 

Retail, $4.50 pair. 





DR. SCHOLL’S FOOT POWDER 


FOR SPEEDILY RELIEVING SORE, TENDER, 
HOT, CHAFED, PERSPIRING OR ODOROUS 
FEET AND EASING TIGHT SHOES 


Dr. Scholl's Foot Powder is another item thot 
will prove a fast seller for you. Everybody needs 
this wonderfully soothing, comforting, refreshing 
powder. It eases new or tight shoes almost like 
mogic. Relieves sore, hot, tender, perspiring or 
odorous feet at once. : 
Helps prevent Ath- 
lete's Foot. Nation- 
ally advertised on a 
bigger scale than ev- 
er. Retail, 35¢ can. 











DR. SCHOLL’S LuPAD 


A WONDERFULLY EFFECTIVE NEW 
FEATHER-LIGHT SUPPORT FOR PAIN, 
CRAMPS, CALLOUSES AT THE 
BALL OF THE FOOT 


Dr. Scholl's LuPAD is a silky-soft cushioning 
support that slips over the forepart of the foot. 
Gives the wearer a feeling like walking on air. 
It cushions and supports the Metatarsal Arch, 
relieving pains, 

cramps, callouses, 

burning sensations at 

the ball of the foot. 

Flesh color, washable, 

Retail, $1.00 pair. 


DR. SCHOLL’S SULFA SOLVEX 


THE AMAZING NEW POWDER 
PREPARATION FOR ATHLETE'S FOOT 
TO RELIEVE AND PREVENT 
THIS CONDITION 


Dr. Scholl's Sulfa Solvex contains the miracle 
drug, Sulfathiazole, which is so valuable in 
fighting secondary infections often occurring in 
Athlete's Foot. Relieves intense itching; kills 
fungi it contacts. 

Wonderfully effec- 

tive, foo, as a pre- 

ventive. By prescrip- 

tion only in certoin 

states requiring it. 

Retail, 50¢ can. 


DR. SCHOLL’S BUNION REDUCER 


LARGEST-SELLING APPLIANCE FOR 
ITS PURPOSE IN AMERICA. 
RELIEVES PAINFUL PRESSURE ON 
SENSITIVE JOINT AT ONCE 


Dr. Scholl's Bunion Reducer, of soft rubber, is 
one of the most effective devices for relieving 
and reducing bunions and enlarged joints. Worn 
invisibly under the a Helps hide the 
bulge and preserve a 
shape of shoe. Sizes 

large, Medium and 

Small. lefts and 

Rights. Stock up 

NOW! 

Retail, 50c each. 























DR. SCHOLL’S 
WALK-STRATES 
CROOKED HEELS, 
SAVE HEEL REPAIRS 
Made of wedge shaped sponge rubber, 
covered with best quality russet leath- 
er. Worn in- 
sidetheshoe, 
Sizes for men 
and women, 
Retail, 35¢ 


LARGEST-SELLING, MOST HEAVILY ADVERTISED LINE ope 
OF FOOT RELIEFS IN THE WORLD 


*Foot Comfort Trade Mark Reg. U. S. Pat. Of. 


DR. SCHOLL’S HEEL CUSHIONS 
Give the heel a soft bed to rest upon. Relieve sore 
heels. Made of sponge rubber, covered with 
leather. Sizes for men and women. Retail, 35¢ pr. 


DR. SCHOLL’S 
SELF-STICK HEEL LINER 


PREVENTS SHOES 
SLIPPING AT THE HEEL 
Sticks without moistening. Repairs 
worn heel linings. Made of gray svede 
leather. One 
pairtoag 
packet. Sizes 
Lorge and 
Small. Re- 
tail, 15¢ pr. 
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NEW YORK RETAILERS 
HOLD PRICE LINE 


IMMEDIATELY upon expiration of 
OPA the pages of New York news- 
papers were filled with retailers’ 
pledges to hold price lines as long as 
possible. In the issue of one paper 
nearly thirty advertisers, most of 
whom featured footwear, devoted their 
advertising space to promises to con- 
tinue OPA ceilings. The same paper 
carried a photograph of a shoe store 
which went further and was promot- 
ing a sale at reduced prices. 

The Popular Price Shoe Retailers 
Association, whose headquarters in 
New York represents approximately 
4,000 retailers, issued a statement say- 
ing that, to the association’s knowl- 
edge, not one of their member stores 
had increased prices upon the removal 
of all ceilings. Moreover, the group 
pledged to maintain prices until costs 
increase, believing that “even slight 
price adjustments at this time are a 
threat to the delicately balanced eco- 
nomic applecart. If it tips, a deluge of 
bad customer relations is a certain by- 
product.” 

A statement by L. E. Langston, ex- 
ecutive vice-president of the National 
Shoe Retailers Association, expressed 
the belief that shoe production has 
reached a volume which should pre- 
vent run-away footwear prices. 

Though legally no longer in opera- 
tion, the New York Regional OPA re- 
ceived a few complaints from con- 
sumers on over ceiling prices for 
shoes. OPA said most of these came 
from the Bronx area. 

For the most part, however, shoe 
stores in the city made declarations via 
newspaper advertising and window 
signs to hold prices. Although prices 
zoomed in other commodities, most 
shoe men, acutely aware of the great 
danger of inflation, stuck to their guns 
and held the price line. 


eae 


ST. LOUIS STORES TO 
HOLD OPA PRICES 


$ T. LOUIS retailers are going to hold 
the price line, it was indicated three 
days after abolition of OPA—certain- 
ly until present retail stocks are ex- 
hausted and probably well thereafter. 
Present inventories should last at least 
three weeks. A hurried survey of their 
local suppliers made by two dealers 
brought the assurance that manufac- 
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turers contemplate no change at this 
time. The sole exception is footwear 
of material so squeezed by price ceil- 
ings that manufacture earlier was dis- 
continued. Resumption of these is 
planned at higher prices which, of 
course, will be passed on to the re- 
tailers. 

Retail stores are unanimously check- 
ing, one in a full-page newspaper ad, 
the price rise decision to their manu- 
facturers, who in turn are awaiting 
action from their raw material sup- 
pliers. A moderate price hike by tan- 
ners, however, is predicted in some 
quarters. 

Ninety days at the minimum would 
be required for such increases to filter 
to the retailers, and the consensus is 
that it then would be based on the 
regular mark-up rather- than inflated. 

As one retailer put it “We're going 
to resist increases bitterly. Established 
stores would be crazy to court a price 


runaway.” 
_ * # 


BOSTON STORES HOLD 
CLEARANCE SALES 


0 N July 2, Gilchrist’s, one of Boston's 
large department stores, advertised a 


sale of four styles of white fabric play, 


shoes with leather soles at $1.69 a 
pair. The Jordan Marsh Company, 
operating the largest department store 
in New England, sold beige fabric, 
monk ties with wedge heels and syn- 
thetic soles at $2.98. Raymond’s ad- 
vertised seven styles in leather-soled 
dress and play shoes, some with leath- 
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This co-operative ad, signed by thir- 
teen of New York's largest stores, 
announced the general policy to main- 

tain prices, OPA or no. 


“natural retail price.” 


er uppers, at an across-the-board price 
of $2 a pair, which price, the store 
asserted, was exactly one-half of the 
Wilbar’s store 
on fashionable Tremont Street, cut its 
prices to $4.98 on a variety of wedgies, 
most of them fabric, but some with 
leather uppers, from previous ceilings 
as high as $14.95. 

Thus did Boston stores react to the 
at least temporary removal of all price 
control. They merely followed the pat- 
tern of other, more normal years, and 
cut prices on merchandise which they 
did not propose to carry over into an- 
other season, or which they had been 
able to buy at bargain prices. 

Nowhere in the city or its suburbs 
could be found a single instance of 
price increase. There was, however, a 
buying rush during the first two days 
which may have been due to specula- 
tive buying on the part of the public, 
but which, also, may have been in 
anticipation of the four-day holiday 
beginning July 4, and the opening of 
the vacation season. One merchant, 
suspecting the former, planned to post 
signs warning customers that shoes 
would not be accepted for refunds un- 
less returned within three days of the 
date of purchase. In so doing, he 
sought to discourage those transient 
customers who might be planning to 
buy, then return if prices did not go 
up within a month. 


Everywhere the story was the same: 

Of the shoe stores, Walk-Over, 
Thayer McNeil, Solby-Bayes, Kay’s- 
Newport and the Enna Jettick shoe 
store on Tremont Street, owned and 
operated by the Curtis Shoe Company, 
reported no price changes now or in 
immediate prospect. Of the depart- 
ment stores other than those already 
mentioned, the C. F. Hovey Company 
reported a store-wide policy of hold- 
ing the price line. Of the clothing 
stores, Filene’s and the R. H. Stearns 
Company merely corroborated what 
had already been said by. everyone 
else. 

There were a few fears expressed 
that, if prices should rise within a 
comparatively short time, single pair 
orders placed but not yet received from 
the factory for delivery to the cus- 
tomer, might show a loss to the mer- 
chant, but these were few and far 
between. 


Off the record, several merchants 
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expressed the view that while the coun- 
try is definitely headed for a higher 
cost of living, it probably will come 
gradually and the jumps will not be 
so pronounced as to bring on a buy- 
ers’ strike. One merchant argues that, 
irrespective of what price controls may 
be reimposed by Congress, he feels 
that merchants should be allowed dur- 
ing the coming Fall season to pass on 
to their customers the 414 per cent 
increase recently granted to manufac- 
turers, an increase which the mer- 
chants have been absorbing. 
— o * 


NO IMMEDIATE PRICE 
RISE SEEN IN CHICAGO 
U PON the expiration of OPA some 
Chicago stores promptly publicized in 
the daily press their policies for the 





immediate future; others came to a 
similar conclusion by advising their 
department heads rather than the pub- 
lic. All large State Street retailers 
agreed there should be no increase in 
retail prices, that mark-ups would 
remain at exactly the same proportion 
for all merchandise already owned. 

One of the first large stores to state 
its policy was Carson's, who an- 
nounced in the papers, “Present stocks 
will be sold at the same prices exist- 
ing at the time of removal of OPA 
ceiling.” Similar statements were 
made by Goldblatt’s, The Boston 
Store, Maurice Rothschild, Mailing 
Brothers. Although the wording was 
different, the import of each message 
was the same—that the policy of fair 
prices would be maintained regardless 
of a new OPA, an old OPA, or no 
OPA at all. 

Marshall Field sent notices to de- 
partment heads reading, “We will con- 
tinue to observe OPA regulations as 
they existed on June 30th until further 
notice.” These retail establishments 
realize it is part of their civic respon- 
sibility as well as an expression of in- 
dividual business integrity to do every- 
thing possible to keep the ship of re- 
tailing upon the most even keel pos- 
sible. 

Merchants interviewed agree that a 
price rise on future goods is to be ex- 
pected since there will be increased 
costs on goods yet to be made. Im- 
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Soaks Fifth Avenue in Chicago offered 
softly dra kid in three dressy and 
feminine styles recently. 





mediate indication of this was the sud- 
den jump in the cost of beef cattle at 
stockyards July Ist. Higher costs in 
hides must inevitably follow. However 
every reliable merchant seems sin- 
cerely interested in trying to prevent 
runaway inflation and will do his ut- 
most to accomplish this. 

Increasing shortages of leather shoes 
4n all retail establishments are con- 
stantly more evident. Customers seek- 
ing dark footwear with an eye to Fall, 
are told to return “in two weeks” or 
“next month”—as the case may be— 
when the retailer hopes for a prom- 
ised shipment. Taken by and large 
there are practically no black patents 
in the city (except, of course, for a 
few isolated sizes) and very few calf 
skins. Oddly enough, the basement 
sections of some of the big stores are 
apt to have a greater selection in 
black or brown calf than do the up- 
stairs departments. This is probably 
due to the fact that the majority of 
customers are seeking footwear in the 
higher priced -brackets, and thus the 
lines selling around $5 are less in de- 
mand. 

Whites, of course, have been selling 
in great volume, and supplies are 
being rapidly depleted. Two-tone 
spectators have been very popular, and 
this year’s favorite has been the sling- 
pump in the two color combination. 

Barefootsandals of all types are sell- 
ing rapidly not only in the play shoe 
variety, but in dressy evening types 
of gold and silver kid. Field’s Salon 
recently presented a line of Grecian 





thong sandals, built upon flat soles 
with a tiny spring heel. These were of 
the nude variety, exposing the entire 
foot to the sun and air, with only nar- 
row strappings of leather between toes 
and across the ankle. They were 
shown in colored or white calf as well 
as in gold kid for evening. 

From time to time the stores and 
shops advertise novelty items, such as 
“Cherry Coke” patent, buckos trimmed 
with reptile, clogs or Summer wedgies 
—a sure indication that the regulation. 
more staple all-leather shoe is not 
available in large enough quantity to 
warrant an advertisement. Shoe men 
are considerably concerned about fu- 
ture stocks and are beginning to gear 
their thinking along the lines of fab- 
ric-plus-leather shoes for the coming 
season. They feel there is strong con- 
sumer resistance to the fabric shoe, 
but, of course, the logical answer is 
that if leather shoes are unavailable, 
the consumer must perforce accept a 


substitute. 
* * * 


STOCKS LOW, DELIVERIES 
SLOW IN NEWARK 


0 PINIONS in Newark, N. J., stores 
differ widely as to whether or not there 
will be noticeable improvement in the 
shoe situation by Fall. 

The buyer at Hausman’s feels that 
there cannot possibly be a change for 
the better in so short a time. . This 
store, one of three Hausman’s stores 
in this city, has received not more 
than 40 per cent of its Summer stocks. 
Deliveries are slower than they were 
a month ago. Suedes are practically 
unobtainable and calfskins will soon 
be in the same category. Since ceil- 





ings were removed, reptiles are shoot- 
ing upward in price. Like other shops 
Hausman’s sells a little of everything. 
Summer bags sold here have not 
proved a big item yet. 

Weiner’s is featuring a one strap 
play shoe in red and brown and white. 
It is not possible to feature anything 
else, for the store feels it may get 2 
cancellation on an order at any time. 
If anything, the conditions are tight- 
ening, rather that easing, the buyer 
reports. Due to the leather shortage, 
it will be necessary to feature gabar- 
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PLATFORM 
UPPER CEMENTING COVER CEMENTING LIP CEMENTING 


BE BE BE BOND. solvent type, synthetic rubber 
cements } one objective in mind — to meet the 
requirert ficient general shoemaking cements. 
There is a é a for every type of shoe. 


The performance ¢ ve 
research with the b 
by thorough testing and ref 
cement is included in the 
ard of performance is assured b 
attention to variable shoe industry o 


In the BE BE BOND line a limited 2 
cemenis are now available. Your United 
glad to assist you in determining the most advat 
your allocation of crude rubber. 


BOTTOM CEMENTING f EMENTING PLATFORM CEMENTING 


Products of B. B. CHEMICAL COMPANY,. Cambridge and South Middleton, Mass. 
Distributed by UNITED SHOE MACHINERY CORPORATION, Boston, Massachusetts 
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dines in the Fall. White shoes in dress 
numbers are particularly scarce. 
Deliveries are also limited at 
Selby’s. The Walk-Rite store reports 
that deliveries are slightly better. Chil- 
dren’s play shoes and regular correc- 
tive shoes are featured here. White is 
the predominating color in children’s 
shoes. For older girls brown and white 
combination oxfords are being shown. 
In general the department stores 
are more optimistic than the smaller 
shops. Bamberger’s reports that 
stocks are about the same as last 
month. White shoes continue to sell 
rapidly and the store will look for 
colors this Fall. Any colors available 
are expected to sell. The policy of 
coordinating shoes with reptile ‘trim- 
mings with handbags that match, is 
being continued. 
ba ng) 





The Grecian sandals mentioned last 
month, that are featured on the fash- 
ion floor at Hahne’s, are proving more 
successful than was anticipated, in 
spite of the price. Although most pop- 
ular with younger women of 18 to 20, 
older women surprisingly have made 
purchases in one or two instances. 
These sandals are on exhibition in 
three especially attractive window dis- 
plays in the vestibule in the center 
entrance of the store, 

In the men’s line, the Hanover store 
reports that all merchandise is sell- 
ing rapidly. The store is featuring 
sport shoes, but no particular number 
outsells another, because everything 
sells. Stocks here are the same as they 
were the first of the year. Florsheim’s 
just received a shipment of genuine 
black and white buckskins, medallion 
tips, which they are featuring. Also 
plain toed golf shoes with removable 
spikes, which have -been off the mar- 
ket for four years. The manager pre- 
dicts that conditions by Fall will be 
at least no worse than they were last 
Fall. 

7 * * 

LOS ANGELES STORE TO 

HOLD CEILING PRICES 
M OST Los Angeles shoe retailers an- 
ticipate no immediate change in their 
pricing under the present demise of 
the OPA. They are looking to further 
developments from Capitol Hill before 
they announce any definite pricing 
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policy. Here are some comments from 
‘Los Angeles’ leading retailers: 

“I will not change my prices until 
the price of new merchandise reflects 
higher costs.” 

“We are operating as if the OPA 
were still in force. We are not making 
any changes in pricing and we do not 
anticipate any.” 

“No change in my prices until they 
(Congress) make up their minds.” 

“The only changes we are contem- 
plating would be in the event that we 
should get an invoice in which the 
manufacturer increases his price. Then 
we shall increase our prices according 
to the same mark-ups as we have been 
getting before. We shall return the 
merchandise if we feel the manufac- 
turer has raised his price too high.” 

So far as sales are concerned, it is 
just about anything goes as women 
continue to splurge on shoes. Al- 
though the weather is warm, women 
are rushing the Fall season to buy 
dark, dressy suedes, but some stores 
are holding back on these advance 
lines in order to get rid of dress pat- 
ents due in the early Spring but just 
arriving. Women cheerfully accept 
patents in lieu of other leathers, and 
it seems that they are eager to buy any 
type leather—calfskin and alligator 
sharing honors with suede. 

All buyers and store managers in- 
cluded say that although women will 
readily accept other types of leather 
as substitutes for preferred types, they 
are not so ready to accept gabardine 
and other fabrics. However one buyer 
reports a good volume in a low-priced, 
well-made gabardine dress shoe. 








Lacy suedes in dark shades were 
offered by Wetherby-Kayser, Los An- 
geles, early in the Summer season. 


One retailer says that he has almost 
completely sold out dark mesh shoes 
at $16, but the majority of those in- 
terviewed say there is little demand 
for mesh. Two-tones in brown and 
white or blue and white continue to 
be a_ sell-out, and white suedes, 
whether in dress or sport types, are in 
high favor with the ladies. Little de- 
mand for high colors is evidenced, ex- 
cept for red in reptile or in a very 
high style shoe. Navy is declared 
only fair. 

Women’s low-heeled casuals vie 
with dress types for popularity, and 
again there is an insistence upon 
leather. White, brown, and beige 
tones, in that order, are color favorites. 

Men’s shoe buyers all report that 
they are overwhelmed by the con- 
tinued strong demand for meii’s cas- 
ual shoes. A men’s shoe buyer at one 
of the larger department stores says 
that he received 111 pairs of a hand- 
sewn moccasin, and that every pair 
was sold out in the first two hours of 
Saturday business. He adds that he 
has more than one thousand unfilled 
orders for similar styles. 

In dressier types men prefer wing- 
tips, of which there is a considerable 
dearth, but they are accepting quar- 
ter-brogues, stocks of which are also 
said to be low. There are many calls 
for Scotch grains and for heavy soles. 

In both men’s and women’s shoes 
there are few if any signs of price re- 
sistance. Retailers report that better, 
higher-priced shoes sell out soon after 
they are placed in stock. Indeed, the 
majority say that the average price 











line—gauged by customer purchases 
and requests and not necessarily by 
price of shoes in stock—is higher than 


it has ever been in the past. 
* * #*# 


PLAY SHOES, WHITES 
IN TWIN CITY SPOTLIGHT 


Minneapolis 


P LAY shoes and whites of all styles 
hold the Summer stage. Maurice L. 
Rothschild showed a group of indi- 
vidual styles to set off recreation and 
Summer garments. Washable play 
shoes, with plastic soles and sailcloth 
tops were shown in sandals in com- 

[TURN To PAGE 117, PLEASE | 
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r Ad Trends from the Agencies 
HARRY B. TOVE 


[CONTINUED FROM PAGE 64] 


The safest advertising course is that which keeps im- 
plying a continuous desire to provide what customers 
seek. The weakest, to my mind, is that which may be 
compared to the oldtime dummy which clothing stores 
used to keep outside, chained to the building. It was 
all dressed up but never said much. 

When will the public stop accepting almost anything ? 
The retail advertising man should know this as soon as 
the merchant discerns any change in buying attitudes. 
The advertising department ought not be the outdoor 
pump for the water needs inside the house. Regardless 
whether a store’s advertising is handled by its own per- 
sonnel or by an cutside agency, the brains responsible for 
promotional publicity must share inside information. 

Everybody has been trading on shortages. Few repre- 
sentative stores have been either ahead or behind on 
style. From now on, such things will show up. If ever 
the shoe styles came close to standardization it was dur- 
ing recent years. Now, manufacturers are digging their 
toes into the cinder track readying for leaps into the old 
style race. Retailers will renew their fashion-first 
rivalries. 

Mark-downs, blessedly unknown quantity, and never 
missed, these past five years, will visit retailers season- 
ally again. The advertising man will have to dig out all 
the synonyms for the word sale. Much of the clearance 
work might be unnecessary if the chap in charge of the 
addressograph and the advertising is no longer re- 
garded as the young fellow in the corner but at last 
comes into his own as the man whose ideas move mer- 

*chandise. He should have the confidence of the execu- 
tive office just as much as the buyer has. When there 
is an accumulation of outsizes, test the ingenuity of an 
idea man to get them flowing without a price sacrifice. 
Keep the advertising manager posted on store conditions 
just as you let the buyer know what’s cooking. 


THEODORE A. NEWHOFF 
[CONTINUED FROM PAGE 64] 


Of course, as always, the appearance of your adver- 
tising is important, and when the idea of featuring shoes 
(as a part of the whole fashion figure, instead of some- 
thing apart), is illustrated with appropriately dressed 
fashion figures your shoe advertising will be more ef- 
fective. The important essentials remain unchanged, a 
clean airy layout, sophisticated artwork, a headline with 
fashion news value, brief copy, but today the reason be- 
hind this picture will be more pointed . . . to show what 
a shoe can do for a customer . . . how it will fit in with 
the prevalent fashion atmosphere. Your advertising 
should have a “this season look,” for Fall, 1946. 


R. D. NORTHROP 
[CONTINUED FROM PAGE 65] 


partment stores. The subject was national brands and 
their promotion. Of the stores with shoe departments, 
[TURN TO PAGE 95, PLEASE] 
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We're All In The Same Boat With 


EBASS 23560; 
FOOTWEAR 


Scntion of Bass Outdoor Footwear, like many 
other good things today are linfited. We all know 
that the high er A such Bass models as 
Weejuns, the Quail Hunter, Ski Boots, Sportoc- 
asins and the other styles, not illustrated, makes 
for customer satisfaction. Good reason, too, for 
comfort, fine workmanship and sturdy good looks 
make them worthy of your highest recommen- 
dation. We loak forward to the day when your 
shelves will be full of Bass 
Outdoor Footwear, reliable 

as ever, for waiting 
customers. 
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by R. E. ANDRUSS ads provided by an individual manufacturer, base the g 

amount to be spent on the gross value, retail, of the b 

ARE you making every possible use of the merchandis- shoes you buy for the season in that particular line, dl 
ing helps provided by the manufacturers of the shoes allowing your regular percentage of that amount. Then - 
you carry? You would expect that every store would tie divide the amount to be spent into weekly units for the ke 
in locally in every possible way with the manufacturer’s selling period. Obviously, it’s better to carry fewer 0 
rational advertising program, because, when store and _ |ines, choosing carefully those that are best suited to your 2 
m@iifacturer get together on a franchise, they become _ trade, and do a real promotion job. While we're about it, 
partners ; they make the deal because both feel they Will there are two other points that help too. Concentrate . 
profit from the arrangement. Yet sometimes this Bees on fewer styles and colors, so that you can have enough ‘ 
not happen. shoes in salable sizes. Watch your price ranges, bring- : 
Plenty of good dealer-help material is lodged in store ing them back into line (low, medium, higher) as soon 
basements, getting mussed and soiled. And some as conditions permit. 
so-calle@*@ealer helps must have been created by some- Consistently use show cards and other display ma- ; 
one without any knowledge of what a merchant can use  erjal that identifies the shoes in your window displays. i 
—inflexible ads far too big for the average ‘gfore, and Here, too, show the current magazine ads. For example, t 
display material that is cheap and unattractive. Right attach to mat board the magazine cover, the shoe ad ] 


now is the time to start correcting both conditions. that appeared in the magazine, your own ads, and have 

With more normal production in view, wise manufac- _;jbbons leading to the shoes themgelves. A framed fiber- 
turers will insist that their dealer helps are helps in fact board panel, suspended on fine wire toward the back of . 
as well as in name. They will be more flexible, more the window, supplies opportunity for a more extensive 
adaptable, more attractive in every way. Wise-mer- display, where ads and sketches dramatizing the special 7 
chants will appreciate their value, and will make every features of the shoes can be combined. If you are sup- 
possible use of them in getting a head start in the com- plied window panels, displays, and window cards in 
petitive period ahead. color, remember that they can often be repeated in 
To make the best and .fairest use of the newspaper [TURN TO PAGE 109, PLEASE] 
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Ad Trends from the Agencies 
[CONTINUED FROM PAGE 93] 


ginety-nine per cent stress national brands in their own 
gévertising, and fifty per cent expect to add one or more 
national brands to their lines. These percentages are 
pot surprising when you realize that seventy-eight per 
cent of the shoes sold today are branded. 

There has been noticeable improvement in retail shoe 
advertising, even during the war years. In my opinion 
there are two basic reasons for this, and one is the result 
of the other. The first is greater attention on the part of 
the individual retailer to the appearance and content of 
the other fellow’s advertisements, and his efforts to go 
them one better. Better layouts, better illustrations and 
more forceful selling copy have been the result. 

This effort to keep at least one step ahead is sending 
an increasing number of shoe retailers in the larger 
tities to advertising agencies for help in the planning 
and preparation of their advertising. 

Another medium which,must not be overlooked is 
radio. Local station facilities are available in four hun- 
dred cities, and these are being used increasingly and 
with great advantage by alert retail merchants. Short 
runs can be used for special or seasonable items, and 
sustained continuity for institutional or long range pro- 
motions. We have found that men’s shoes can be ad- 
vertised very effectively in ‘spot announcements near 
news or sports broadcasts, and a vast women’s audience 
can be reached near, or within, the popular shopping 
programs used by practically all stations. 

I have never believed that a bridgeless gulf exists 
between national and retail advertising and the minds of 
the people who prepare them. Both are selling mer- 


chandise, and each has much to offer the other. That at - 


least a few retail advertisers share my belief is borne 
out by the fact that my agency handles both national 
and retail shoe advertising with good results all around. 
One of our national advertisers reports that since Jan- 
uary of this year requests for retail advertising mats have 
already increased fifty per cent over 1945. A well 
established retail store in Boston, specializing in men’s 
shoes sold under their own name, is attracting many 
new customers through a program of institutional and 
merchandise advertising in newspapers and on the 
tadio, Both campaigns were planned and produced in 
this office, and both advertisers are selling shoes—and 
that’s the test of effective advertising, either national or 


local. 
RUTH DATCHE 


[CONTINUED FROM PAGE 65] 


able program. This leads to our third and final point: 
Tetail advertising calculated to take advantage of the 

manufacturers’ advertising. 
The manufacturer has done a good job if he gets 
across to the consumer the answer to, “What brand to 
[TURN TO PAGE 103, PLEASE] 
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“Stretchie"’ 















6562-Black 
Stretchie Suedette 
multicolored nailheads on vamp 

and platform, 23 /8 heel, leather sole 
6563-Same in Brown Suedette Stretchie 


Sparkling Style Hits for Fall 


6570.Black Wool Gabardine, 
Gold nailheads on vamp 
and platform, 23 / 8 
heel, leather sole 
6572-Same in 
Brown Gabardine 
6571-Same in Black 
Plastic Patent: ¢B*® 


if oe ae. 
All Have L cather Soles 


6573-Black Suedette with Gold nailheads 
on platform, 23/8 heel leather sole 
6574-Same in Black 
Pastic Patent $B ESS 

Both above styles alse available with 
17/8 Guban heels, leather soles. 


SHOE COMPANY 
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styling of the advértised line. This is 
certainly a more logical, direct and in- 
telligent approach to a specific ad prob- 
lem, than selecting staple shoes which 
are sure to be in every store, and in 
every competitor’s line, too . . . and try- 
ing to prove by heavy, lengthy copy 
that they are fashion-right and desir- 
able. 

Some advertising men feel that this 
new school represents an over-simpli- 
fied solution to the problem; but com- 
petent, unbiased research conducted 
during the past few years has estab- 
lished beyond contradiction that this 
new technique of presentation does 
work, Light ads illustrated with large 
shoes, less copy and _ well-displayed 
trade marks have received unprece- 
dented readership and recognition. For 
the first time, too, these research rat- 
ings show that shoe advertising can 
compete favorably with other products 
of a more glamorous nature for the 
reader’s attention, and presumably his 
dollars, too. 


Women Read Men’s Ads 


From research advertising men have 
learned some unusual facts: for exam- 
ple, women often see and read certain 
men’s shoe advertisements more quickly 
than they do certain ads with a strictly 
woman’s appeal. And research has 
proven, too, that the very ads which 
received this favorable recognition 
have a more instant appeal to the male 
readers to whom they were actually 
directed. To the natural question—“Is 
That Important?” advertising men will 
reply that the final test of all adver- 
tising remains—“Does It Sell Merchan- 
dise?” Every reader impression se- 
cured is a direct return upon advertis- 
ing dollars invested. It is further true 
that women exert tremendous influence 
on the buying habits of the entire 
family. 

A leading readership research organ- 
ization tests visibility and trade mark 
identification and the general appeal of 
advertisements in all national media by 
interviewing a carefully selected cross- 
section of all types of readers of both 
sexes. Figures are then furnished to 
the advertiser showing the number of 
men and women who had seen and read 
his advertisement. The advertisement 
is further rated in effectiveness by 
judging the individual and collective re- 
sponse of both male and female readers. 
Then readership quotient is established 
after taking into consideration the size 
and cost of the space ahd color used in 
the ad. It has been the general result 
of these surveys that during the past 
few years, simply designed shoe adver- 
tising, with few large illustrations, 
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short headlines and brief text have re- 
ceived the highest figure or readership 
quotient. And, thank you, certain shoe 
advertising has been consistently with- 
in the first four or five advertisements 
featuring all types of merchandise in 
several magazines. 

Now shoe advertising men are faced 
with a decision, and although sure of 
their facts and figures, they frankly 
admit that as merchandise becomes 
more difficult to sell, pressure undoubt- 
edly will be exerted again by manufac- 
turer and sales staff to revert to the 
old techniques of lots of merchandise 
and more words in every ad. And the 
old fallacy will arise that your cus- 
tomer, seeing a certain style shoe fea- 
tured in an ad, will demand it from 
you; and if it happens to be out of 
stock, that thereby you will lose a sale. 
As an intelligent retailer, you must 
know that today, all shoes are styled 
in related groups. If trade mark rec- 
ognition and the style acceptance of a 
line are to be sacrificed to this fetish 
of using only “safe” shoes of the type 
that you and every other merchant will 
have in stock, then promotion is truly 
dead, and national advertising will not 
have a very bright future. 

Common sense would seem to indi- 
cate that if a customer sees “X” brand 
shoes in a magazine, in which “Y” and 
“Z” brand shoes are also featured, and 
having become sufficiently sold on the 
styling and value of this shoe, takes 
the trouble to visit you, after ascer- 
taining which store in his community 
sells “X” brand shoes, you should have 
enough fashion sense and ingenuity to 
sell that customer any of the several 
styles which you have stocked in the 
same general category. 


Facts Revealed by Research 


The customer who buys staple shoes, 
rarely is enticed into a store because 
of any specific advertisement. Here 
again reader research shows that ad- 
vertisements by a certain manufacturer 
enjoyed top and second billing consis- 
tently in national media when they 
feature fast style shoes. When con- 
servative types were shown, the read- 
ership rating of these same ads tum- 
bled down to lower than 20th position. 
Obviously, the buyer of style shoes is 
the customer who must be educated in 
the recognition and identification of 
style line trade marks, and he is the 
one to be encouraged to see them in 
your store. Here’s an opportunity to 
give a break to shoe advertising, to 
yourself, to the line you sell and to 
the advertising man at the same time. 
When you are asked by salesmen or 
sales managers how to increase the ef- 
fectiveness of shoe advertising, reply 














firmly—“Let your ads sell the line, the 
trade mark it bears, quality, style; yes, 
even fit and comfort, if necessary. But, 
let the advertising man keep them sim- 
ple. You bring the customers into the 
store, I’ll sell them the styles from your 
line which I have available.” 

Experience in recent years has 
taught advertising men, too, the impor- 
tant lesson that color and white space 
are natural affinities and a strong com- 
bination for more and better shoe sell- 
ing. The average retailer would be 
amazed if he realized the cost of a color 
page in national media; but in results, 
color is actually low cost; for, beauti- 
ful advertising reproduced from fine 
art, which in itself is “color correct” 
and coordinated to the leather and 
other materials of a given season has 
become almost irresistible to your cus- 
tomer. 


Expert Ad Design Essential 


Advertising managers have learned 
too the necessity of care in designing 
an ad from initial conception or visual 
to its final completed state. Every de- 
tail must be carefully supervised by ex- 
perts in several fields. Fine artwork, 
drawings or photography in black and 
white and color, smart typography and 
careful plate making are all contrib- 
uting factors to the professional ap- 
pearance which marks every good ad. 
And, in return they expect their good 
judgment and painstaking care to be 
appreciated by you, the merchant. 

They feel that you should use the 
merchandising material which they 
have prepared to supplement their na- 
tional advertising with discretion and 
intelligence; to set up display material 
according to suggestions, with good 
taste . . . and to keep it clean and or- 
derly after setting it up. In effect, you 
are the final link, and perhaps the most 
important one in the success of this 
whole advertising and merchandising 
scheme, because after all you are the 
man who faces the customer over the 
fitting stool. Much hard work and thou- 
sands of dollars of expenditure depend 
upon your intelligent understanding. In 
the Selling Season of the future, this 
understanding really does not consti- 
tute cooperation, but actually becomes 
a necessity to success. No matter how 
good national advertising or promotion 
can or may be, ‘it meets its final test in 
your store, the one and only point-of- 
sale. 

In recent years, certain manufac- 
turers of style shoes believed that 
Fashion Magazines exerted what they 
called “trade influence” upon you. Ad- 
vertising was planned with a view to 
influencing the consumer to some de- 

[TURN TO PAGE 98, PLEASE] 
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Fashions in Rubber Footwear 


[CONTINUED FROM PAGE 70] 


That peace is breaking out all over 
in the raincoat fashion market is a 
good sign of style things to come, and 
a sign that rubber footwear will keep 

with this growing fashion trend. 
But that road toward high-styled pro- 
tective footwear will be a slower, more 
dificult one to travel than the one 
ready-to-wear manufacturers swept 
over. There are still innumerable limi- 
tations in the footwear field to bypass, 
still a great amount of time to devote 
to the production of essentials which 
were eliminated or for which substi- 
tutes were found during the war. 

Rubber manufacturers are, there- 
fore, doing as well as can be expected 
in getting back into the swing of pro- 
ducing for the consumer—producing 
first things first: items for protection. 
Style will follow in due time, it will be 
the natural outgrowth of increased 
production creating a more competitive 
market. Now, even the essentials are 
limited and buyers are grabbing as 
grab can for the coveted rubber boots 
with slide fasteners, velveteen gaiters, 
children’s easy slip-on boots and their 
like. 

True, they’re prewar fashions 
brought back again, but even prewar 
fashions are better’ than none. And 
here they are: 

1. High rubber boots, whith were 
limited to those in essential industries 
only. 

2. Slide fasteners on boots and 
gaiters. Only the two-snap gaiter was 
permitted during the war. 

3. Velveteen galoshes. 

4. Full front strap child’s boot, now 
in production instead of the awkward 
snap gaiter. It has fullness at the top 
and an adjustable strap, both making 
it easy for the child to slip in and out 
of without aid. 

5. Shearling lined rubber boots. 
Some shearling lined boots were made 
during the war by leather "manufactur- 
ers; now they’re back in the market 
with rubber uppers. 

6. Color. Black only was the war- 
time rule, but now browns reenter with 
a new zest. (Note in illustrations. for 
example, the Radar boot with contrast 
lining.) 

So with these impossibles-to-get dur- 
ing the war now back in the picture, 
rubber manufacturers are, in a way, 
making the rainy day brighter just as 
ready-to-wear people are. The revival 
of comfort and good protection plus 
much needed former styles is as much 
a boon to the consumer as a glossy new 
raincoat. And when production per- 
mits, and rubber manufacturers get 
right up there on top, keeping pace 
with other leading stylists, that rainy 
day will be just the background for a 
brieht. ana colorful fashion parade of 
Tain togs from head to toe. 
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IDEAL BABY SHOES- 


Safe and sound . . . Because her tiny feet could not 
be entrusted to finer, more healthful baby shoes..A 
world of understanding derived from over a quarter 
of a century of experience in making them combine 
with careful selection of top grade materials and 
painstaking shoemaking to bring Ideal Baby Shoes 
to young America. Like all good things, IDEAL 
Baby Shoes are still short in supply and remain, for 
the time being at least, on a rigid quota to estab- 
lished dealers. ae" 


mrs. DAY'S IDEAL easy SHOE co. 


DANVERS, MASSACHUSETTS 


4 oe owest STREET _ 1070 MERCHANDISE MART. 
“* Mew YORK 1, NY. ot - TER: _ CHICAGO, ILLINOIS : 
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gree, but, its real purpose was to make 
the merchant conscious of the fashion 
acceptability of the line. The heavy 
folio enjoyed during recent years by 
these fashion magazines necessitated 
such early closing dates that the pur- 
pose of these ads was defeated. The 
style picture and the availability of 
materials changed so rapidly that ad- 
vertising prepared to meet their early 
closing dates was of little value when 
the advertisement finally appeared. 
As a result, some advertising plans 
will emphasize closer and more per- 
sonal contact and educational work in 
style, color and accessory coordination 
with you in your shoe business papers, 
and by trained representatives whose 
job it will be to travel and maintain 
these contacts. Thus the merchant will 
be kept abreast of the reasoning and 
sales psychology behind the manufac- 
turer’s changing style program; and 
the merchant will be taught right in 
his own store to adapt the manufac- 
turer’s merchandising and promotional 
material to his own needs. For this 
work young women Fashionists seem to 
be particularly adaptable, manufac- 
turers feeling that retailers take more 
kindly to their suggestions than those 
offered by the traveling man. 
Regardless of whether or not they 
are presently engaged in a program 
of cooperative advertising with dealers, 
every live manufacturer knows and ap- 
preciates the value of local newspaper 
promotional effort. There have been 
abuses by retailers of this cooperation 
and accordingly a very important tool 
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has been wasted. Manufacturers of 
branded lines who will spend their hard 
earned dollars in the future will cer- 
tainly insure their large expenditures 
for national advertising with adequate 
local newspaper space. But, the adver- 
tising man is becoming increasingly 
sensitive on matters of local discounts, 
two price rate structures, and the man- 
ner in which costs are prorated in ad- 
vertisements featuring merchandise 
other than his shoes. The best way to 
insure cooperation for the future when 
you'll probably need it, is to avoid this 
type of practice as you would a plague. 
Manufacturers are sensitive, too, about 
the growing delays in receiving mer- 
chant requests for reimbursement and 
the fact that often these expenditures 
are not properly attested with bills and 
proofs. His reasons for this would be 
quickly appreciated if you realized the 
tremendous checking job involved. 
Every advertising department works 
on a concise and carefully audited bud- 
get. Space commitments and expendi- 
tures for national and trade advertis- 
ing are made on a yearly or seasonal 
basis. Very often vital expenditures 
must be pruned at the last moment be- 
cause a merchant decides to spend more 
money locally for his own account and 
thereby commits his manufacturer to 
similar expense. Failure to notify the 
manufacturer of these last minute 
plans or delay in substantiating claims 
embarrasses him on other very impor- 
tant commitments. 

Manufacturers more and more are pre- 
paring advertisements and mats to tie 


in with the merchandise they advertigs 
nationally, seeking local identification 
of their brands with your store name 
As a general rule, these services are 
intelligently and attractively prepared 
and should be used by the merchant 
without change or alteration. With 
rare exceptions, they are better ads 
than those you can prepare yourself, 
even though you may not think so, Ex. 
perience has shown the advertising men 
who wrote and laid them out the hun- 
dred and one pitfalls which beset the 
path of preparation of successful smal] 
space newspaper ads. By all means 
learn all you can about your manufac. 
turer’s national advertising program. 
Master such details as the correct man- 
ner in which to set up the displays he 
sends you. Use the prepared ad mats 
he provides, exactly as he sends them, 
subject, of course, to the changes neces- 
sary for discrepancy in merchandise se- 
lection. He has doped out eminently 
practical methods for making such 
changes without destroying the general 
effectiveness of the ad. Have an attrac- 
tive store name plate or logotype de- 
signed in the standard proportions al- 
lowed in his prepared ads, or request 
your manufacturer’s advertising man 
to suggest an acceptable design for use 
with them. He will value your cooper- 
ation. 

Please remember that in effect you 
are his advertising agent in your com- 
munity. You receive your commission 
ten-fold every time his ad, over your 
signature, rings the bell and brings 
customers into your store. 


A Promotional Partnership — Purpose Profit 


lications. It means you should have in- 
formation as to what will go into each 
advertisement. If you can get a com- 


. plete reprint of the advertisement so 


much the better, but at least you should 
know what the headline will be, and 
what shoes will be featured in it. 

2. You should plan your advertising 
to coordinate with the advertising of 
your suppliers, not only in its timing 
but also in its theme. The woman who 
has just read an interesting message 
about shoes in Ladies’ Home Journal or 
the girl who reads Glamour, Charm or 
Mademoiselle, will be doubly impressed 
if, at the same time, she reads a simi- 
lar message about the same shoes over 
your signature in her local newspaper. 
To her, the force of the national adver- 
tising is thus focused on your store. 
And that goes, too, for the man who 
has just read about shoes he likes in 
The Saturday Evening Post, or Col- 
lier’, or Esquire. 


[CONTINUED FROM PAGE 61] 


3. Examine cooperative advertising 
arrangements with a jaundiced eye. 
Your tie-ups with the national adver- 
tising of your manufacturers should be 
on a voluntary basis, and not because 
the manufacturer is paying you to do 
it. This may sound like heresy, but 
the truth is that cooperative advertis- 
ing deals are generally better for the 
manufacturer than they are for the 
store. They keep you from using your 
own good+ judgment about the shoes 
you should advertise, and in doing so 
they frequently give your customers an 
entirely wrong impression of your 
store. ; 
Let’s say, for example, -that your 
best-selling price line is $7.50. Obvi- 
ously the bulk of your advertising 
should be concentrated on that $7.50 
price line—and the tie-ups you run 
with national advertising should be 
largely on $7.50 shoes. But suppose you 
have a fifty-fifty advertising agree- 








ment with a manufacturer of $15 
shoes. A large proportion of your ad- 
vertising will tend to shift to the $15 
price line, and your normal customers 
will get the impression that you are 
running a “high priced” store. 

If a manufacturer insists on setting 
up a coperative advertising deal with 
you, and it seems to be good business 
judgment for you to enter into it, be 
sure that your schedules are drawn up 
in such a way that the style and price 
line involved gets no more than its nor- 
mal share of your advertising space. 

4. Base your window ideas on the 
national advertising of your manufac- 
turers. You know how much more in- 
teresting a shoe window is if it’s built 
around a good, selling idea. On your 
suppliers’ advertising schedules you'll 
find plenty such ideas, ready for you to 
help yourself. Often, too, your manu- 
facturers will have display cards and 

[TURN TO PAGE 102, 
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IN ALL COLORS — 


So versatile is Patent-Glo, the new, highly 

flexible, hand japanned fabric with a finish 

practically indistinguishable from patent 

leather, that manufacturers are constantly 

finding new uses for it. For instance, its 

superb surface, economical cutting, and 

easy handling make Patent-Glo ideal for 

wood heel coverings. As sock linings and 
heel pads, Patent-Glo adds sparkle 
and freshness to all types of shoes, 
especially open toe and heel types. 
And Patent-Glo is widely used for 
upper trims, quarters, etc. Most pop- 
ular color is the renowned CHERRY. 
All wanted colors, including black 
and white, are now available. 

























The Morning Mail... 


“LIVE AND UP-TO-DATE" 


“The Shoe Recorder. We find one of the best of our 
trade papers. Very live and up-to-date.” 

C. E. PETERS, Peter Bros. Shoe Salon 
Oakland, California 









*‘A top ranking publication in its field, embodying im- 
portant information to any member of the craft who cares 
to keep abreast of the times.” 

BEN A. PHELPS, Phelps Shoe Company, Ltd. 
Shreveport, La. 







‘Very good. It gives real up to the minute information 
that is very valuable to all in the retail trade.” 
RUSSELL PAVEY, Manager of Operation 
The Famous, Long Beach, California 











“Excellent. Great deal of fine information. Everyone 








enjoys reading it. Very timely.” _ 
Manager Shoe Department, Jacome’s W 
Tucson, Arizona 
0: 
Sh 
no 
‘We feel that the Boot & Shoe Recorder is the best ’ . gr 
ssid btn teh No wonder we're lively . oe me 
E. B. SCHLESNIGER, Manager Shoe Department when readers toss bouquets like - 
Miller Bros. Company, Chattanooga, Tennessee those in our direction. It's down- pr 
right stimulating to know you're re 
doing a good job—one that's Be 
“Q.K. — I consider it a must.” really helpful and appreciated. w 
I. LEVY, Manager Shoe Department Believe us, we'll do our level best = 
Bloom’s, San Jose, California to keep that reputation as a top- to 
drawer source for information M. 
about shoe merchandising. ‘a 
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1946 Edition Just Out 





SHOE RETAILERS WILL WELCOME THIS BOOK. It has, es- 
ially for them, a long chapter of 138 ideas for Shoe Selling, 
Display and Stock-Keeping, besides hundreds more adaptable to 


shoe sales promotion—and still more, including— 
Advertising Ideas 

Prize, Discount and Gift Ideas 
Unusual and Miscellaneous Ideas 
Management and Economy Ideas 
Merchandising Ideas 
Employer-Employee Ideas 

Ideas That Make Stores More Attractive 
Ideas That Attracted Christmas Crowds Mother’s Day Ideas 
Get Together Hosiery Ideas 


Radio Advertising Ideas 

THIS BOOK inspires quick action, helps to plan ahead. It is all 
"meat," long articles boiled down for the use of the 
at his elbow, for the idea he wants when 
he wants it. "3033" offers him the biggest business return ever 
for the small cost. 


Foreword by PAUL H. NYSTROM, 
Professor of Marketing, School of Business, Columbia University 


SHOE RECORDER 


Ideas to Attract Children 

Cash, Credit and Collection Ideas 
Anniversary Sale Ideas 

Spring and Summer Ideas 

Voting Contest Ideas 

Mailing List Ideas 

Dollar Day Ideas 


experienced, 


New York 17, N. Y. 











West Coast Group Lists 


Officers and Committees 


Los ANGELES, CAL.—The West Coast 
Shoe Travelers Associates has an- 
nounced a complete listing of the 
group’s officers, directors and committee 
members for 1946. Offictrs are: C. O. 
Johnson, president; Tom F. Malley, 
vice-president; E. T. Reedy, 2nd vice- 
president; and David Holcombe, sec- 
retary-treasurer. 

The board of directors are: Nat 
Berkowitz, F. A. Butterworth, D. S. 
Chesney, Harry J. Evans, Emil Gold- 
man, Ruth Hamilton, R. H. Peek, Harry 
Terhune and Carl Winneguth. Director 
for the San Francisco Bay area is F. 
M. Fishpaugh, San Francisco; for the 
— area, Ed. C. Hanna, Port- 


The compiete list of committees in- 
eludes: By-Laws — Jack Newcomb, 
chairman, Paul M. Bihlman and Emil 
Goldman. 

Convention-Style Shows—Ruth Ham- 
ilton, chairman, Alex August, Harry 
Bennigson, Chas E. Cook, R. B. Cooper, 
Harry J. Evans, Jack Goldman, Sid 
Minster, Ernest Nuoffer, W. P. Lani- 
gan, James R. Thompson and Fred Ull- 
man. 

Publicity—Harry R. Terhune, chair- 
man, Erwin Braun, Robert Silverstein 
and Martha Weisler. 
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Entertainment — C. J. Hutchison, 
chairman, Sid Z. Davis, Harry Geller, 
Mrs. J. R. Hamelin, Helene “Pat” 
Kelley, Sam Niederberg, H. Pearse 
Newell, Dean C. Phipps and Dick 
Ifeider. 

Finance—Geo. W. Butterworth, Sr., 
chairman, Martin M. Lee and E. B. 
Steere. 

Music — David Holcombe, chairman, 
Jack Marcus and Tom W. Phillips. 

Hotels—H. C.. Marxmiller, chairman, 
Marshall Bee, E. T. Reedy, Grover Mc- 
Atee, George H. Riley and Roy G. 
Tovelle. 

Housing — Howard Glass, chairman, 
Walter Galvin, Jack Olsten, George R. 
Rule, Sr., Philip B. Rehfeld, R. H. Peek, 
Homer Webster and Robert G. Fithian. 

Membership—Gil Winneguth, chair- 
man, Fred V. Banister, Geo. W. Butter- 
worth, Jr., Archie Cockrell, Jack Cot- 
ton, Herman L. Feinberg, Ed. C. Han- 
na, L. C. Hyde, Harry O. Rice, Ray des 
Roche, E. W. Schnetke, Earl G. Stand- 
ish and Magrum W. Smith. 

Transportation—John W. May, Jr., 
chairman, Jack Brust, Phil Graffis, 
David Mills and I. M. Werbin. 


Sports — Jack G. Rogers, chairman, 
Abraham Bender, W. E. Huffman, John 
S. Farrington, Porter Jones, Frank G. 
Foster, Louis R. Prince, Jack M. Tate, 
Tony Thomas, Hal Long, Web McCarty, 





S. P. McClanahan, Carl Winneguth and 
A. V. Shotwell. 

Roster—Car! O. Johnson, chairman, 
D. S. Chesney, Tom F. Malley and E. T. 
Reedy. 

Welfare — Harvey Conn, chairman; 
Emil Goldman, Phil Ehrle, Tom F. 
Malley, E. V. Stewart, Sr., Carl Winne- 
guth and C. F. Van Ausdol. 





New Machines Figures 
Percentage Markups 


St. Louis,-Mo.—A device, recently 
marketed, is claimed as a boon to re- 
tailers in figuring accurate percentage 
markups as required by OPA Regula- 
tion 580. The device is a machine cal- 
culator, made in two sections, which 
determines percentage markup whether 
based on cost or selling price. The 
range is from 10 to 150 per cent by 
steps of one-tenth of one per cent. 





Store Takes New Location 


Fort WAYNE, IND.—The first floor of 
the Fox Building at 1033 South Cal- 
houn Street, has been leased by The 
Melville Shoe Corporation, for the 
firm’s No. 1 Thom McAn Shoe Store, 
formerly located at 1026-28 South Cal- 
houn Street. Ward Moore is the store’s 
manager. The company’s No. 2 store 
here is located at 115 East Main Street. 
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“proven” superiority with 
CAVALIER BOOT CREME 


The superiority of Cavalier Boot Creme has been conclusively 
established by unbiased tests—proving it's first in its class, in 
shine, water repellency, long wear, coloring and covering. 


Now ready for you, in a complete range of fourteen colors, 
and a new package design, Cavalier Boot Creme is establish- 
ing nation wide leadership with the shoe trade. 


If your favorite wholesaler cannot supply you—write 





CAVALIER COMPANY 
BALTIMORE 30, MD. 









ject matter for meetings of your Sales. 
people. Read them aloud, show the 
shoes you have in stock that are fea. 
tured in the advertisements, and pass 
the magazines around for the sales. 
people to look at themselves, Urge 
them, too, to say to customers, “This is 
the very shoe you saw advertised in the 
current issue of Harper’s Bazaar,” oy 
similar selling sentences. Even if the 
customer missed the advertisement en. 
tirely, mentioning it will flatter her 
and lend prestige to the salesperson 
and the store. 

6. Do you use the other training ma- 
terial that your manufacturers make 
available to you? It is probable that, in 
addition to the advertising itself, your 
manufacturers can give you other ma- 
terial for training your salespeople, 
The House of Heywood, for example, 
has a complete basic training manual 
on their Matrix Shoes which they sup- 
ply to the retailers who sell their shoes, 
International Shoe Company has done 
an excellent job in supplying sales 
training material. So have a number 
of other manufacturers. 


7. The final step in increasing the ef- 


| ficiency of the partnership between the 


manufacturer and the retailer is the 


| fitting of the shoe. No matter how 


great the skill of the manufacturer, the 
shoe will not give satisfaction to the 
customer unless it is properly fitted, 
We all know that, but how much care 
do you really take in selecting the 
people who fit shoes on your selling 
floor? Exactly how much training do 
you give them in fitting, and how 
thorough is the course in _ fitting 


| through which you put them? 


It is our contention that there is 
room for a great deal of improvement 
at this point, and we think that better 
fitting will result only when retailers 
and manufacturers get together to con- 
centrate on tite training of shoe fitters. 
Why not talk it over with some of your 
suppliers and see if you can’t work out 
a plan that would be to your mutual 
advantage? Now’s the time to do it, 
when new people are taking their 
places on your selling floor and your 
shoe department is progressing stead- 
ily toward complete reconversion. 





A Promotional Partnership 
[CONTINUED FROM PAGE 98] 


mounted reprints for you to use in your 
tie-up windows. But if they don’t, the 
magazine opened to the advertisement 
lying in the foreground of your win- 
dow, with the headline from the adver- 
tisement across the back of the window 
will generally prove very effective. 

5. Your manufacturers’ national ad- 
vertising will prove very «helpful in 
training your salespeople—and can you 
think of any task that’s more impor- 
tant right now? Watch your advertis- 
ing schedules, and as the national 
advertisements break use them as sub- 
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real source of profits. 
Inquiries invited 


357 Fourth Avenue 


Our factoring service makes it possible 
= for the shoe executive to devote full time 
=to production and selling activities—the 


Branch Offices 
= LYNCHBURG, VA. GRAND RAPIDS, MICH. LOS ANGELES, CALIF. iz 


WituiAM IseLin & Co., INC. : 


ACtOTS «+ 


for Manufacturers 
and Selling Agents 
of Shoes, Leather 
and Allied Products. 


NEW YORK 
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mame. 


buy?” Of course he does a better job if he tells the 
consumer where to buy; but in the last analysis it is 
the retailer’s job to identify his store with the brand- 
By doing this he adds the prestige of the line 
to his store as well as the prestige of his store to the 
line. The result is perfect liaison between manufac- 
turer’s and retailer’s advertising dollar; and perfect reg- 
ister in the consumer’s mind. She knows what to buy 
and where to buy. 


OSCAR BRESNICK 


[CONTINUED FROM PAGE 66] 


supply the follow-through. No new style or new trend, 
no new color or influence can be successfully launched 
without a complete and enthusiastic reception on the 
part of the retailer. He controls the windows and floor 
Space at every crossroads in the country. - He controls 
millions of dollars’ worth of advertising space. He, and 
he alone, comes into direct contact with the ultimate 
consumer. The retailer, too, should recognize and em- 
brace the fact that the nation is becoming tremendously 
brand-conscious. The importance of brands will be in- 
creasingly emphasized when the era of competition re- 
turns to American industry. The success of a brand is 
po more than an expression of confidence on the part 
of the consumer public. Brands will dominate and the 
orphans will fall by the wayside. Witness the adoption 
of brands by America’s leading department stores. The 
money that they have spent in this direction forms an 
investment as real as any property, as tangible as any 
merchandise that they may possess. 

The retailer who aligns himself against established 
brand lines isolates himself from leading manufacturers 
and the best lines of shoes. How then can he exist? 

There is intensification of national advertising in the 
shoe industry. Manufacturers are looking ahead and are 
building a structure which will be the foundation of 
their own business and that of their dealers. Brands 
have come of age. 

Beyond that there is one more signal. Look to the 
nation’s rapidly changing modes of living. It will supply 
the key to new merchandising methods, new markets, 
new trends. What else is fashion but an expression of 
the way in which we live, the things we do, the manner 
in which we think? To keep abreast with them is to 
keep liquid in our thinking. The war years and the 
period immediately following the war brought many 
changes. We have witnessed extraordinary growths. 
But there are those who have grown strong and those 
who have grown merely fat. The strong are those who 
have built the foundation for things to come, who are 
laying their plans for the unknown period ahead, who 
are expanding in the right direction. They are the ones 
[ruRN TO PAGE 107, PLEASE] 














BUY 


Your Quality Footwear 


from 


M. K. Weil Shoe. Co. 

Our firm has a background of 
more than 15 years of fair dealing 
and integrity in the buying 
and selling of quality shoes. 
Because it is our policy to pay 
fair prices, we are in a position to 
offer more attractive inducements 
to retailers and manufacturers 
when we buy . . . and better-selling styles 
to our retail customers when we sell. 
From our own stocks we offer 
for sale more than 500 styles in 
quality shoes for men, women and 
children. We buy lots large or small. 


Correspondence invited. 












M. K. WEIL SHOE CO. 


1215 Washington Ave. 
St. Louis 3, Mo. 


While in Town... See Weil 





IN COFFEE, 
it’s the blend... 


IN LEATHER SOLES, 


FIBRE-SORTING 
makes the 
difference 


FIBRE-SORTING, by England- 
Walton’s skilled cfaftsmen, with 
minute differences of inner fibre 
construction in leather at their 
trained finger-tips, provides supe- 
rior matched soles . . . assuring re- 
tailer and customer repeat orders 
for manufacturers who insist on 


E-W FIBRE-SORTED leather soles. 


FIBRE-SORTED soles give that 
extra plus that is a valuable E-W 


selling feature. 


ENGLAND-WALTON 


Fibre-sorted soles. 
Cut soles and sole leather. 
Pure oak bark tanned. 


England-Walton Division 


A. C. LAWRENCE 
LEATHER COMPANY 


Boston + Camden + Peabody + New York « St. Louis 
Columbus + Milwaukee « Los Angeles « San Francisco 
Ashiand, Ky. + Newport, Tenn. « Hazelwood, N.C. 


SET 2 


POLARIZED LIGHT PARALLELS 
KEEN INSIGHT OF ENGLAND-WALTON SORTERS 


E-W fibre-sorted mated soles offer flexibility and 
wear-resistance. 

Set 1 of these paired photomicrographs shows un- 
even stress lines develo in unmatched flexed 
samples ... like internal structure of unmatched 
leather soles: UNEQUAL WEAR SERVICE. 

Set 2 reveals uniform stress lines .. . comparable to 
soles matched by E-W sorters: LONGER, MORE 
EVEN WEAR. 
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Shwe News oe 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE FRADE 





Shoe Price Situation Is Much Confused 





General Price Rise Seen as Inevitable, But More Time Must Elapse 
Before Clear Picture of Future Is Obtainable. 


New York—The abrupt end of price 
controls, following President Truman’s 
yeto of the OPA extension bill, co- 
incided with the closing oi many shoe 
factories for the Fourth of July vaca- 
tion period, which has been traditional 
in the industry for many years but 
which this year was extended in some 
centers to two weeks instead of one, 
due to the leather shortage. 

The vacation shutdown, plus the gen- 
eral uncertainty as to what action Con- 
gress might take toward price control 
legislation, gave shoe manufacturers a 
good excuse for declining to comment 
in detail on their own plans for the 
future. The general attitude seemed 
to favor going along with present prices 
until the situation is clarified. With so 
much confusion clouding the issue, it 
would be next to impossible to make de- 
finite announcements as to future poli- 
cy at this time. The New York Times 
on July 11 published results of a survey 
showing an average advance of eight 
to nine per cent. 

A general statement expressing what 
might be called the industry’s official 
viewpoint came from the National Shoe 
Manufacturer’s Association toward the 
end of the first week following the ex- 
piration of the controls. It took the 
position that, so far as shoes are con- 


cerned, price regulation is dead and_ 


likely to remain so. The statement em- 
phasized the point that, even if Con- 
gress passed another price control mea- 
Sure, and one acceptable to President 
Truman, shoes would be eligible for de- 
control under the formula most likely 
to be included in such a measure. 
On the retail side, the price policy to 
be pursued following President Tru- 
man’s veto was largely an individual 
problem, to be decided by each store 
according to its own situation and the 
judgment of its management. Depart- 
ment stores generally followed the poli- 
ey of holding the price line, and this 
applied to shoes as to other merchan- 
dise. Some of the big chains announced 
r plans, at least until the uncer- 
tainty as to what action if any Con- 
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gress might take could be cleared up. 
Thom McAn stores, for example, an- 
nounced on Monday morning, July 1, 
in their regular news broadcast, that 
prices on their shoes would be held at 
prevailing levels, “as long as humanly 
possible.” Most of the promises to 
hold the price line contained some sort 
of escape clause. 

In some of the independent~ shoe 
stores and a few of the chains, in- 
creases are already in evidence. This 
is particularly true in the case of wo- 
men’s high style footwear. A good 
many of the smaller stores are be- 
lieved to have advanced prices on cer- 
tain lines. Ever since the 4% per cent 
increase allowed by OPA at the factory 
last January, which the stores were not 
permitted to pass on, most.shoe retail- 
ers have felt that their position from 
« merchandising standpoint was un- 
tenable. In taking quick advantage of 
the termination of all controls, many 
of them believe they are merely making 
a belated effort to recover some part 

[TURN TO PAGE 108, PLEASE] 





Store Announces 
Hold-the-Line Policy 


— 





OUR POLICY 


for ever 65 years we have odhered te the 
policy of giving ow customers the bughest 
qvohty merchondse of prices consistent with 
i quelty, With oF «thew OFA we shell 
; continve this policy. There will be ne 
J vuewervented price ‘ncrense: end we ~ill do 
ou best to hold the line 











tellers te hold the line the 
Brats ad by Theyer 
McNeill, Boston and Wellesiey, Mass. 


Guild to Show 
Week of September 16 


New York — The advance Spring 
cpenings of The Guild of Better Shoe 
Manufacturers will be held the week 
of September 16, according to an an- 
nouncement by Benjamin D. Schwartz, 
president of the Guild. 

The fifth in the group’s five show- 
ings yearly program, the September 
opening period completes the year- 
round production and distribution 
schedule of the Guild. “This is an 
acknowledged success,” stated Mr. 
Schwartz. “The five showings yearly 
plan is eliminating seasons and is mak- 
ing possible a constant flow of goods 
into stores. The benefits of the program 
will grow in importance during normal 
times.” 

Footwear to be purchased during 
these advance Spring openings is for 
December and January delivery and re- 
tail selling. According to the Guild’s 
merchandising calendar the “buys” to 
be made at the coming showings in- 
clude shoes for resort wear, first Spring 
models, late Winter-month costume 
shoes, additional evening footwear for 
holiday functions, additional boudoir 
needs for Christmas selling and essen- 
tial re-sizing. 

The advance Spring openings the 
week of September 16 will be held in 
the showrooms of the member firms of 
the Guild: Cangemi, Inc.; Delman, 
Inc.; Fox Shoe Mfg. Corp.; Jerro 
Bros.; Mackey-Starr, Inc.; Marino; I. 
Miller & Sons, Inc.; Newton Elkin Shoe 
Co.; Palter Deliso, Inc.; Schwartz & 
Benjamin, Inc.; Thomas Cort Ltd.; 
Van Arden Shoe Co.; M. Wolf Sons, 
Inc.; Morris Wolock Co.; Zuckerman & 
Fox, Inc. 


Ohio Store Moves 
To Double Space 


ToLepo, On10—Hafey’s, now at 625 
Madison Ave., plans to move sometime 
between July 15 and Aug. 1 to new 
downtown quarters at 318 Superior St., 
where selling space will be doubled, 
announced Jerry Hahn, manager. 









Visual Selling 
Gets Results... 


Side show “barkers” on the cir- 
cus and carnival circuits have 
used the “visual selling” tech- 
nique for years. 


Alert shoe merchandisers, too, 
use “visual selling” in much the 
same way. Attractive store fronts, 
eye-compelling windows, smart 
merchandise displays are essen- 
tial parts of their “visual selling” 
program. In addition, they use 
“visual selling” to close sales 
faster, to convince customers of 
their ability to fit shoes for 
comfort, foot health and lasting 
good looks. 


Yes, the original X-Ray Shoe 
Fitter has been serving success- 
ful shoe merchants as a “visual 
selling” aid for a long time. More 
of them are adopting it every 
year to prove to customers that 
“there’s more inside than meets 
the eye.” 


How’s Your “VS Quotient’? 


Can you show your 
customers that the 
shoes they buy for 
themselves or their 
children are fitted 
correctly? If not, you 
need the Original 
X-Ray Shoe Fitter to 
bring your VS Quo- 
tient up to par. Write 
now, for earliest pos- 
sible delivery date. 
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Artful Display in Shoe De 





ent 


~~ 


The shoe department at the William H. Block Co., Indianapolis, Ind. Note the 
facilities for ample display of the merchandise carried. 


INDIANAPOLIS, IND.—Carpeted floors, 
gray leather chairs, chromium ash- 


| trays and dramatic displays give an 


air of pleasing comfort and beauty 
which is a delight to the customer 
shopping for shoes in the William 
H. Block Co. Department Store, here. 
The room is oval and has two round, 
brightly papered alcoves, one in each of 
the side walls. Doors lead from the far 
end of the room and from the alcoves 


into the stock department. 


The walls of the oval room are 
cream. Indirect lighting in the ceil- 
ing and in the alcoves provides soft, 
diffused illumination. In lighted 


| shadow boxes encircling the oval room 


shoes are shown on colored, plastic 
racks which are suspended from wide 


| white satin ribbons and tied with great 


| bows. 


These displays are not enclosed 


| in glass, but are readily accessible to 
| a eustomer’s close inspection. 





At the entrance of the department 


an oval, lighted counter display case 
gives further opportunity to show mer- 
chandise, and is easily seen from the 
escalators. In one tier, red shoes and 
accessories make an eye-catching dis- 
play while one in brown and another, 
perhaps, in black, lure the more con- 
servative woman. 

The alcoves are attractively papered 
in a leaf and flower design on a white 
background. In the wall are small, 
round niches, painted white, each art- 
fully featuring a pair of colorful 
boudoir slippers. 

Two posts are used to excellent ad- 
vantage. Two mirrors on opposite 
sides of each post extend luxuriously 
from the ceiling to the floor and on 
the other two sides, gay white awnings 
conceal spotlights which center atten- 
tion on displays shown on white-topped, 
walnut display platforms. Yellow 
sculptured hands. form racks on which 
te display shoes and hand bags. 





West Coast Travelers 
Enroll New Members 


Los ANGELES, CALIF.—An open meet- 
ing of the West Coast Shoe Travelers 
Associates in which retailers were in- 
vited brought out a record attendance 
to discuss the coming golf meet which 
was held July 11th. The possibility of 
a convention to be held in late Fall was 
discussed. 

Mrs. Ruth Hamilton, chairman of the 
convention and style show committee 
announced the following additions to 
that committee: Jack Newton, Martha 
Weisler, Jack Tait, Jack Farrington, 
Harvey Conn, Jack Olsten and Mar- 
shall Bee. 

Shoe travelers admitted to member- 
ship in the W.C.S.T.A. were: Harry E. 





McDonald, Seattle, Wash., who repre- 
sents the Edgewood Shoe Factories and 
Sewanee Shoe Co. divisions of the Gen- 
eral Shoe Corp.; Earl McDonough, 
Seattle, Wash., Winthrop Shoe Co, 
division of International Shoe Co.; 
Harry G. Johansen, Los Angeles, Jo- 
hansen Brothers and Benjamin Samel- 
son, Los Angeles, Cal-Exico Specialties. 





Indiana Stores Show Increase 


BLOOMINGTON, IND. — Independent 
shoe stores in Indiana showed a &8 
per cent increase in their retail sales 
in April, 1946, over their total in 1945, 
according to Indiana Business Review, 
published by Indiana University. The 
April, 1946, total was 8 per cent larger 
than that in March, 1946. 
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Ad Trends from the Agencies 
[CONTINUED FROM PAGE 103] 


who are building customer confidence despite difficul- 
fies which confront them and are hewing to the line of 
good merchandising despite the temptation to digress 
from it. And the fat . . . what happens if the years 
become lean? 


KAY BUCHANAN 


[CONTINUED FROM PAGE 66] 


doing to clothing manufacturers’ names. 

It will work, too. The phenomenal retail store sales 
of Oomphies is the best verification of this, Five years 
ago, as you know only too well, indoor footwear was 
gold extensively only at gift seasons—and was expected 
to sell only at gift seasons. So when Harold Gessner 
brought forth Oomphies 12-months-a-year-selling-plan— 
it was revolutionary. 

Oomphies created fashion footwear, bringing forth 
new styles constantly. Oomphies national ads taught 
your customers that they didn’t have to slop around the 
house in bedroom slippers in order to be comfortable 
they could have smartly tailored indoor footwear to 
wear around the house, that they could have boudoir 
footwear to go with tailored robes or frilly negligees, 
that they could have still another pretty variety for 
parties at home. Ooomphies didn’t stop there, either. 
They then introduced new fashions in these three basic 
types, fashions for every season. 

Oomphies retailers quickly appreciated the value of 
copy theme to use in their own ads. So the advertising 
last year lead the lineage lists for indoor footwear—and 
Oomphies sales kept pace. Qomphies dealers either used 
the free ad mat service, which was keyed to the national 
advertising program in copy theme, or picked up the 
copy theme to use in their own ads. So the advertising 
of Oomphies has had unity, from the inception of an 
Oomphies design to its point of sale. You have only to 
look at the figures to see how well it works. 


MORTON FREUND 


[CONTINUED FROM PAGE 67] 


sold the personnel and the personnel policies of the 
chain to the public. These advertisements served a dual 
purpose. They flattered the chain’s staff, heightened its 
morale, and at .the same time, caused a vast amount of 
customer comment. Men would ask of a salesman, 
“How many service stripes have you?” . . . or “Where 
is Mr. Blivens?” . . . and after one advertisement, any 
number of them said, “I see you’re one of the highest 
paid shoe fitters in New York; now I expect fitting 
Service de luxe.” 
For this fall we have planned another good will build- 
ing campaign with an entirely original twist. 
There are, as I said above, any number of approaches 
[TURN TO PAGE 127, PLEASE] 


Prccara shoemakers combine good style taste with un- 
matched clever workmanship, — on lasts selected for good 
fitting, and for smart lines. Through the years Packard 
shoes keep their friends by continuing to deliver, in style 
and in stamina, just what particular men prefer in good 
footwear. 
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Get your 

free copy “of “Protection 
Plus Visibility Through 
Transparent Shades” 


© In response to thousands of 
requests, here is a big, new 
booklet that answers all your 
questions on light and display 
—and it's free for the asking! 
® Illustrated with typical store 
hotographs, this 16-page 
klet shows you which 
light causes damage, and how 
you can control it for lower 
display costs and more cus- 
tomer-appeal. 
@ It also demonstrates how 
and why Transparent Shades 
give protection by absorbing 
fading rays from sun and 
fluorescents, yet give your 
displays complete visibility. 
Generous samples of Trans- 
parent Shade material are 
included for your own in- 
spection and testing. 
@ Almost a half million 
Transparent Shades have been 
installed by thousands of sat- 
isfied merchants. You should 
learn about them too—today! 


Writé today for your 
free copy of this valuable 
booklet 


JJRANS PARENT 


SHADE CO. 
Dept. 10 
501 NORTH FIGUEROA ST 


Los Angeles 12, Calif. 








Shoe Price Situation 
[CONTINUED FROM PAGE 105] 


of that to which they had all along been 
fairly entitled, but which was denied 
them under the so-called cost absorp- 
tion policy of OPA. 

In general, following Mr. Truman’s 
veto, the price situation in the shoe 
trade presented the same confused pic- 
ture as in other lines of business. The 
picture will clear only when Congress 
and the President have acted, one way 
or the other, on the new price control 
measure now under consideration or 
when enough time has elapsed to make 
it apparent what the future price trend 
is to be. 


Shoe Price Controls Dead, 
NSMA Believes 


New York — The National Shoe 
Manufacturers Association said in a 
statement issued July 3 on the price 
control situation: 

“We believe that OPA is dead as far 
as it concerns shoe manufacturers. Any 
price control legislation enacted can 
have little or no continuity with the 





past in the areas of particular impor- 


tance to us. It would be virtually im- 
possible to put meat subsidies back into 
effect and to restore previous price ceil- 
ings on meat. In the case of beef, meat 
subsidies on various grades ran from 
20 to 30 per cent of the wholesale price. 
Higher cattle prices will further dis- 
turb the previous price pattern. Al- 
though slaughter controls are still in 
effect, they will mean little or nothing 
without the power of énforcing them 
by withholding or threatening to with- 
hold subsidy payments. 

“At the present time, the prospect 
for any price control legislation beyond 
the extension of rent control is extreme- 
ly poor; but even if any such legisla- 
tion is enacted, the high levels of shoe 
production which have been attained in 
recent months make it unlikely that 
any serious effort will be made to put 
back price control on shoes. Following 
his veto of the price control extension 
act, President Truman was reported to 
have expressed himself as being agree- 
able to the decontrol provision of the 
House bill. This provision called for 
the automatic termination of price con- 
trol as soon as production in any twelve 
months’ period exceeded that of July 1, 
1940 to June 30, 1941. Shoes already 
meet this criterion. 

“The Leather and Shoe Branch in 
Washington has gone ahead with their 
commitment made to shoe manufac- 
turers at the recent Industry Advisory 
Committee meeting and are understood 
to have prepared and to have ready for 
issuance, if the life of the agency is 
extended, and amendment to SO 162 
permitting the prices of 2(a) shoes to 
be increased beyond the cut-off points. 
The permissible increase would be 10 
per cent, up to the amount of the cut- 
off points, and 7% per cent on the dif- 
ference between the cut-off points and 
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ANKLETS FOR MEN 
Style 8340/996 
HRINK - RESISTANT. With 
Elastic Tops. Medium 
Weight. Colors: Solid White or 
Assorted Pastels — 3 Pairs 
Maize, 2 Sport Blue & | Beige— 
to Half-Dozen Box. Sizes 10 to 
12. 


$7-58 DOZEN (Net 30 Days) 


FRIEDMAN crescers cove 
319 Fijth Avenue, New York City 16 




















the net wholesale prices. They have 
not yet decided on a satisfactory meth- 
od for repricing 2(b) and 3(b) shoes, 
nor have they obtained sufficient in- 
formation in their opinion, to justify 
an increase in the underlying cents per 
pair adjustment permitted on all 2(a) 
shoes priced under SO 162. 

“In spite of what has been said about 
the improbability of price controls be- 
ing reinstituted on shoes, we are strong- 
ly of the opinion that it would be desir- 
able for shoe manufacturers to price 
their shoes for the time being, just as 
they would have priced them had OPA 
continued in effect. The reason for 
this recommendation is that if the in- 
dustry increases prices more than the 
OPA would have permitted us to in- 
crease them, we will be blamed for tak- 
ing selfish advantage of the demise of 
OPA, and this will inevitably add pres- 
sure to the demand for the reinstitution 
of controls on shoes.” 





Sees Shoe Needs Filled 
At Reasonable Prices 


New YorkK—L. E. Langston, execu- 
tive vice-president of the National Shoe 
Retailers Association, issued the follow- 
ing statement on July 1, following the 
lapse of OPA price controls: 

“In the situation created by the end 
of OPA, the shoe retailers in this coun- 

[TURN TO PAGE 110, PLEASE] 
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The future looks good ... When the raw ma- 
terial shortage loosens up, we will again make 
all the AR TUBE Ribbon you need... 


IN THE MEANTIME 

We distribute ribbon of the finest manufacture. 
Perhaps we can fill your exact need. We may 
already have a floor stock of the exact width 
and color needed for your business. We can 
manufacture and dye according to your specifi- 
cations today. 

We represent three mills and a dye house now 
in operation. We can assure you of the finest 
possible manufacture. 


Let us know what you need. Our representative 


will cail on you. 
THE ALLPEECE CORPORATION 
4059 Park Avenue * New York 57, N. Y. 


NOTICE TO THE TRADE 


We are the originators and sole manu- 
facturers of these infants' and misses’ 
shearling moccasins. We have U. S. Design 
eo No. 142281, granted August 21, 






















U. S. Des. Pat. 142281 


Any slippers offered by other sources 
are infringements on the above patent. 


NU LAM PRODUCTS COMPANY 


761 Metropolitan Avenue Brooklyn 11, N. Y. 











3 July 15, 1946 


























Add Them All Together—They Spell Profits 


[CONTINUED FROM PAGE 94] 


varied arrangements, and should be carefully put away 
when not in use. Perhaps the best way to do this is to 
use them in the store. 

In-store or “point-of-sale” promotions are very impor- 
tant. Many shoe stores are doing a good job today, 
but plenty of stores still pay very little attention to 
in-store displays. Use dealer display material to dress 
up these displays, using built-in shadow boxes that per- 
mit the customer to examine the shoes. Panel backs 
ean be arranged for table groupings. Even show cases 
can be given added interest by the addition of eye- 
catching “spots.” Throughout tie in your name with 
that of the maker; it helps customers to remember 
where they saw the shoes that you feature. 

There’s another very important angle to good tie-in 
displays. They serve as “jnstruction units” for sales- 
people, reminding them of the selling features of the 
shoes; at the same time they help them in their selling 
through dramatizing the good points of the shoes to the 
customers. Impulse sales are recognized as an impor- 
tant addition to the store’s business. 

Direct mail is a valuable part of many dealer-help 
programs. Sometimes cards or broadsides are supplied 





free or at nominal cost, and are mailed by the manufac- 
turer to the list supplied by the store. Or envelope 
stuffers may be provided for the storg to mifil or enclose 
in packages. Which brings up the old question, How 
is your mailing list? How long since it has been 
brought up to date? Why not make getting your mail- 
ing list organized for Fall one of your Summertime 
jobs? Make sure that you have two divisions—cus- 
tomer list and general list, and make a “check mailing” 
to clean out all the dead wood. Another point to watch, 
is what the manufacturer is going to send out, if you 
have him do the mailing. 

There’s one more “dealer help” that you can and 
should always get—and that’s general information re- 
garding the shoes, how they are made, where various 
styles fit in. Don’t be afraid to ask questions—and get 
the answers down in black and white so that your own 
salespeople will know everything possible about the 
shoes. 

To manufacturers and dealers alike we suggest keep- 
ing in mind that dealer helps are created and used for 
one purpose: selling more shoes at a profit to an increas- 
ing number of customers. 
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Precious baby and infant's 


401 WN. an $T. $7. LOUIS 1. 


WORK SHOES 





SPECIALTY WORKSHOE 


timmeaiate velivery! Sizes 6/12 
© Selected Retan —. Uppers 
- Plain Toe Blucher Pattern 
©@ Generous Roomy Comfort 
. Foathereeight W Wood Soles 
No. 4500, same as 
sturdy canvas uppers 








HON SPORTING 


6 Duane St., New York 


PLAIO SHOE LACES 





PLAID SHOE LACES 


In Stock for Immediate Delivery 
Write for Color Card TODAY 


LYONS & COMPANY 
120 Duane Street, New York 7, N. Y. 
QUALITY SHOE STORE SUPPLIES for 44 years 














See Shoe Needs Filled 


[CONTINUED FROM PAGE 108] 

try will base their policy on these 
fundamental facts: First, shoe retail- 
ers know that they are the guardians 
of the public interest in the distribu- 
tion of footwear. It is the shoe retailer 
who must service and protect his cus- 
tomers. Second, experience has demon- 
strated that needless price advances 
benefit no one. Consumption is hinder- 
ed by rising prices, and American re- 
tailers want to assure increasing and 
higher standards of consumption. Un- 
der OPA regulations shoe retailers ab- 
sorbed many cost increases at the 
manufacturers’ level. While the end of 
international hide and skin controls 
last week makes for an uncertain con- 
dition in foreign markets, domestic sup- 
plies of hides and skins should now in- 
crease. 
retailers of the country are emphatic 
in asserting that they will not change 
price tickets. 

“It is the opinion of the retail shoe 
industry that the scope of production 
in the United States should enable 
demand to be filled at reasonable prices. 
During the first six months of this year 
more civilian shoes were made than in 
any similar period on record. Consumer 
demand also reached record propor- 
tions, but the huge output of the na- 
tion’s shoe factories is a clear indica- 
tion that deferred wants can be met 
and filled efficiently and economically. 

The shoe standard of living in the 
United States is the highest in the 
world. Retailers believe that this stand- 
ard can be maintained with the co- 
operation of manufacturers and sup- 
pliers. In keeping with shoe merchants’ 
views on retail prices, the producing 
branches of the industry are urged to 
exercise all the restraints and sound 
thinking which have enabled free en- 
terprise and competition in the shoe 
business to bring such tangible public 
benefits in the past. A number of es- 
tablished manufacturers of staple lines 
of footwear have already indicated that 
there will be no change in their prices 
unless and until costs increase material- 
ly. They will do everything in their 
power to keep price lines intact.” 


Hold the Price Line, 
Chain Group Advises 


New Yorxk—The Popular Price Shoe 
Retailers Association said in a state- 
ment on July 2: 

“The Popular Price Shoe Retailers 
Association made a telegraphic poll of 
its members, numbering 52 retail firms, 
operating stores in 48 states with an- 
nual retail shoe sales of approximately 
$500,000,000. Like previous surveys un- 
dertaken by the Popular Price Shoe 
Retailer Association, it was designed 


On shoes already in stores the 
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WE SELL 
QUALITY SHOES 


| Quality Shoes Since 1932 





From the Nation's 
Leading Manufacturers 


M. K. WEIL SHOE CO. 
While in Town See Weil 


1215 Washington Ave. 
St. Lovis 3, Mo. 


BARIS SELLS 


Quality Shoes from Surplus 
Merchandise, Better for Less. 
BARIS SHOE CO.., Inc. 
Worth 2-5190-1 
79-81 Reade St., New York 7, M. Y. 




















primarily to provide members with a 
quick exchange of data on policies and 
procedures of their associate retailers. 
Specifically, the present survey sought 
to discover current and future pricing 
practices and policies in member stores, 
as of July 1, 1946. In the sincere be- 
lief that a full knowledge of what im- 
portant retailers were doing and think- 
ing would be a stabilizing influence on 
the industry as a whole, we are pleased 
to communicate to you results of the 
survey. Here is the entire story, as de- 
veloped by the survey: 

“(1) Have retail prices of popular 
priced shoes been increased since July 1, 
1946? In the approximately 4000 stores 
operated by members of the popular 
price shce retailers association we know 
of no single price higher than was ap- 
proved by OPA prior to June 30, 1946. 
This record is amazing in view of the 
fact that the full weight of wartime 
and postwar regulations fell heavily on 
popular priced shoe retailers. Rationing 
cost them many customers, while ab- 
sorption of a 4% per cent cost increase 
hurt deeply where margins were mea- 
sured in pennies per pair. Legally, re- 
tailers of popular priced shoes could 
have restored normal margins of profit 
as of July 1, but they have not done 50. 

“(2) What are current retail pricing 
policies? Completely unchanged from 
those in effect June 29. Most members 
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THE ORIGINAL 
Often Copied . . . . . Never Equalled 


STADIUM BOOT* SUN VALLEY BOOT* 


* Trade Mark Reg. U. S. Patent Office 


Brown Cowhide Uppers 

Rich Shearling Collars 

Warm Fieecy Lini 

Non-Skid Rubber Soles 5 ? 5 
Felt Insulated Piatforms ° 
Secure Lockstitch Construction 

40 Below Protection 

Ladies’ Sizes 4.9 


$5.65 


SHARE A PROUD RECORD OF PERFORMANCE SUN VALLEY 
Zipper Model BUY WITH CONFIDENCE Lace-Up Model 


MARATHON SPORTING SHOE CO., Inc. 116 DUANE STREET NEW YORK 








Adjustable {All Size Shoes) Ventilated @% MORE THAN 27 MILLION 
O.P.A. Retail Price ser, WOMEN WILL READ ABOUT 
59 cents ae.. 
Style M-100 Men Size 
Style W-100 Women 
Size 
$50.98 gross 


Individually packed 6 
dozen to carton. 

Finish is a beautiful 
walnut enamel. 


53 East 10th Street 
New York 3, N. Y. 


| NEW! ALL METAL SHOE TREE 




















Shoe Club Members fective illusion of space. Fluorescent The party was well attended by ,Mr. 
" lighting and air-conditioning are used Lapidus’ clients as well as representa- 
Are Guests at Dinner throughout. tives of the press. 


New York — Nearly one hundred 
members of the Shoe Club gathered on . ae 
the roof of the Hotel Pierre last month Give Me My Boots and Saddle 
for a cocktail party and dinner. Not an 
official meeting, the shoe men came as 
guests of George Knoche, member of 
the group and advertising representa- 
tive of th New York Daily News. Mr. 

Knoche showed the newspaper’s movie, 
“Middle Millions,” a market study of 
consumer spending. 

The Shoe Club will resume meetings 
in September. 


Cocktail Party Opens 
New Building 


New YorK— Morris Lapidus, well 
known architect who has planned and 
executed a number of successful shoe 
stores, held a cocktail party June 28 
as the formal opening of his new offices 
at 256 East 49th Street. The building, 
which was formerly an old brown- 
Stone, has been converted into an ex- 
tremely modern and attractive suite 
of offices and workrooms. 


—— yen p ealegeoe yess SAN FRANCISCO, CAL.—Sommer & Kaufmann have capitalized on the post-wer 
any a Tania ™ wal © interest in riding with this special promotion of co boots. The above phofe 
a r. Lapidus used a combination jg 94 @ window in the company's Market Street store. are in black and tan 

unmatching walls and asymmetric with contrasting color inlays. Herbert L. Sommer, president of the firm, reports 
shapes for each room to achieve an ef- @ tread toward Western riding clothing, both for city and country riding. 
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WORK SHOES 








by 
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ALL LEATHER 
“HUNTER SIX" 


WORK SHOES 


Goodyear Welt Construction 

Heavy grain leather innersole 
“Pancord” no-mark outersole 

Leather counter—Stock bellows tongue 
Leather heelpocket and top facing 
Plump black prime elk uppers 
Reinforced at all points of wear 


$33.95 


12-pr. cases, 
any sizes 
wanted, 









éto 12 
Immediate 
delivery 

78648 





The 


31 Hopkins Place 
Baltimore 1, Md 
Honest-made since (899 








PILOT SHOE CO. 














DISPLAY SHOE FORMS 





Led 


LOT 





oaty. varied heel heights and 
STIC (Lucite) DISPLAY SHOE STANDS, 
women’ s—attractive. 


LYONS & COMPANY 
Duane St., New York 7, N. Y. 
QUALITY SHOE STORE SUPPLIES SINCE 1900 





CELLULOID — ladies’, misses’, i - eae. — flesh 
sizes—immediate 
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ares SNUGFIT RUBBERS 
Pa. Precess assures perfect fit. 


#20868 
NDAL #2070 90¢ or. T ae a 
-0.B. Packed 24 


case Fy A solid 
Write or wire. 
‘AMERICAN SHOE CO. 
_ BW. ie, wv 
Detroit 28, Mich. 
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_Dates to Remember 


Monthly Shoe Show, Shoe Travelers’ As- 
sociation of Chicago, Morrison Hotel, 
Chicago, Ill. July 29, 30, 

Fall Show, Associated Shoe Travelers, 
Hotel Plankington, Milwaukee, Wis. 

August 18, 19, 20, 

Shoe Showing, Ohio Shoe Travelers 

Club, Hotel Statler, Cleveland, Ohio. 
September 15, 16, 

Advanced Spring Showing, Guild of Bet- 
ter Shoe Manufacturers, Members’ 
Showrooms, New York, N. Y. 

Week of September 16, 

Spring Opening, National Shoe Manu- 
facturers’ Shows, Hotel New Yorker, 

September 29, 30, 
October |, 2, 3, 

Northwestern National Shoe Travelers’ 
Association, St. Paul Hotel, St. Paul, 
Minn. October 27, 28, 29, 30, 

National Shoe Fair, Palmer House and 
Morrison Hotel, Chicago, Ill. 

October 27, 28, 29, 30, 31, 

Northwestern National Shoe Travelers’ 
Association, St. Paul Hotel, St. Paul, 
Minn. November 2, 3, 4, 5, 

Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Skirvin Hotel, 
Okiahoma City, Oklo. 

November 3, 4, 5, 

Spring Shoe Show, Mid-Western Na- 
tional Shoe Travelers, Omaha, Neb. 
November 6, 7, 8, 

Pennsylvania Shoe 

William Penn 


New York, N. Y. 


Spring Showing, 
Travelers Association, 
Hotel, Pittsburgh, Pa. 

November 9, 10, 11, 12 

Shoe Show, lowa National Shoe Trav- 
elers' Association, Fort Des Moines 
Hotel, Des Moines, lowa. 

November !!, 12, 13, 

Shoe Show, Southwestern Shoe Travelers’ 
Association and Texas-Southwest Shoe 
Retailers Association, Adolphus, 
Southland & Baker Hotels, Dallas, 
Texas. 

November !!, 12, 13, 14, 

Spring Shoe Fair, Indiana Shoe Trav- 
elers’ Association, Murat Temple, 
Indianapolis, Ind. November 17, 18, 

Annual Meeting, Tanners Council of 
America, Palmer House, Chicago, Ill. 

November 22, 23, 

33rd Annual Convention, Middle Atlan- 
tic Shoe Retailers Association, Ben- 
jamin Franklin Hotel, Philadelphia, 
Pa. January 19, 20, 21, 

Leather Show, Tanners Council of Amer- 
ica. Hotel Commadore. New York, 
N. Y. March I1, | 

National Shoe Fair, Hotelk New Yorker, 
McAlpin, Commodore, Biltmore, New 
York, N. Y. April 27 to May |, 
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Named Director of Shoe 
Firm’s Retail Division 


BALTIMORE, Mp.—Thomas F. Nolan 
has been appointed director of the re- 
tail store division of the Cannon Shoe 
Company of Baltimore, operating ap- 
proximately 100 shoe stores through- 


out the country. Mr. Nolan has 


had 


long experience in the shoe business, 
having been previously associated for 
many. years with the Chicago Mail 
Order Company, and prior to that as 
treasurer and general manager of the 


Norwood Shoe Company. 















WEDGIE CASUALS” 





The WEDGIE CASUAL 
for A-1 Easy Slip-On Comfort 


Finest Grade Canvas 
Unusually Low Price 


$9.05 





No. 817777 


| Sizes: 6-11 Color: Brown 


Immediate Delivery 





ARNOFF 
| 


SHOE CO.,INC., 103 Duane St..N.Y.C 





Magazine Features 
Foot Health Article 


“Feet for the Future” is the title of 
an article in the July issue of Parents 
magazine. It tells about the Massa- 
chusetts law that requires the ex- 
amination of the feet of all school chil- 
dren annually, and also emphasizes the 
need of foot care and supervision of 
growing feet by a chiropodist or 
podiatrist. The article advocates legis- 
lation similar to the Massachusetts law 
for the care and protection of growing 
feet. 

The, Massachusetts legislation was 
sponsored by Dr. Joseph Lelyveld, 
chairman of the National Foot Health 
Council, and the Hon. Charles G. 
Miles, M.D., a member of the State 
Senate and a former school physician 
in Brockton, Mass. 

The article. advocates the renewing 
of children’s shoes at frequent inter- 
vals so that children wil! not wear out- 
grown footwear, the cause of many 
foot defects. It gives eight rules for 
buying shoes and tells the importance 
and foot health value of all leather 
shoes with sturdy but flexible leather 
soles and soft upper leather to allow 
for normal foot expansion. 


Sells Shoes from Same 
Store for 56 Years 


BryaN, On10—A. L. Shaffer claims 
a 56 year record of successful shoe 
business in the same location. He is 
still selling shoes in his ‘store on the 
same site where he opened in 1890. Mr. 
Shaffer has acquired a large following 
of customers over a span of three gen- 
erations who depend on him for foot- 
wear. He is still actively engaged in 
fitting. 
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The WISE Retailer's 
Sure-Fire Goodwill Builder 










39-45 W. 19th St., New York 11, N.Y. 


SUPPLYING ADVERTISING 














Central Pennsylvanians 
Enjoy York Outing 

York, Pa.—Inclement weather failed 
to put a damper on the Summer outing 
held by Central Pennsylvania Shoe and 
Leather Association, here, on June 21. 
A record crowd of nearly 300 members 
and guests, representing the shoe and 
allied industries, gathered at the Coun- 
try Club of York for the affair. Nearly 
every section of the country was rep- 
resented. 

Golfers who took to the long rugged 
course early beat the traffic jam later 
in the day, but found the going wet 
and a bit foggy. Scores were high, 
and not until the late afternoon did the 
weather moderate. 

As usual golf was the big attraction. 
Nearly 200 contestants vied for prizes. 
Emphasis on low scoring was set aside 
in favor of drawings of the winners 
in various flights. Prize winners were: 
First flight, J. Corcoran; second flight, 
Frank C. Brawley; third flight, Charles 
E. Lurcott; fourth flight, Robert De- 
vine; fifth flight, Thomas Hartnett; 
sixth flight, Paul Good; seventh flight, 
Malcolm Schoenberg. 

Maurice E. Ward won a prize on the 
18th green for being nearest to the pin 
from 125 yards; Martin W. Schoen- 
berg also was a prize winner for 
scoring the most number of putts on 
the same green. Winners of the.horse- 
shoe pitching contest were as follows: 
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First prize, Roy E. Baker; second, 
W. Carl Euwuhler; third, Robert F. 
Staub; fourth, Paul Myers. 

The success of this affair was at- 
tributed to the activities of association 
president L. E. Beaudin of L. E. Beau- 
din Shoe Co., Hanover, Pa.; W. L. 
Altenderfer, first vice-president and 
cuting chairman; and Otis W. Del- 
linger, secretary. 

The committee responsible for the 
success of the affair were: Golf com- 
mittee: Frank C. Brawley, chairman; 
A. C. Mudge, J. N. Miller, C. G. Mc- 
Clarin, R. F. Staub, E. P. Schlotter- 
beck. Prize committee: Donald Good- 
year, chairman; R. C. Bedford, C. H. 
Coulson, J. Hungler, G. V. Foye, H. O. 
Toor, Entertainment committee: Lewis 
W. Keith, chairman; T. F. Carfagno, 
J. M. Bradley, M. E. Ward. Horse- 
shoe committee: Roy E. Baker, chair- 
man; E. S. Ward. Dinner committee: 
L. E. Beaudin, chairman; W. L. Alten- 
derfer, V. H. Wertz. Cards and in- 
door sports: Louis Gross, Eugene 
Fox. 


New Report on Artificial 
Tanning Liquors 


WASHINGTON, D. C.—Artificial tan- 
ning liquors have found a definite place 
in the German leather industry and 
have been used to good advantage to 
supplement and to improve blendings 


NOVELTIES SINCE 1902 
of natural tannins, according to a 
report now on sale by the Office of 
the Publication Board, Department of 
Commerce. 

This report, made for the British 
Intelligence Objectives Sub-Committee, 
describes the Germans’ use of by- 
products from waste sulfite liquor as 
artificial tanning agents. The use of 
the waste liquor was economical and 
supplemented the limited supply of 
bark tannins in Germany. 

Advantages claimed’ for the by- 
products were their solubilizing effect 
on vegetable tannins and their ability 
to decrease sludge formations in tan 
hquors as well as to increase absorp- 
tion in tan and non-tans. 

The report contains a chemical 
analysis of the by-products and tells 
briefly how they were prepared. 

Orders for the report (PB-18984; 
photostat, $1; microfilm, 50c; 5 pages) 
should be addressed to the Office of the 
Publication Board, Department of 
Commerce, Washington 25, D. C. 





Enlarge Pasadena Store 


PASADENA, CAL. — C.P.A. approval 
has been obtained for construction of 
an addition to the store of the Innes 
Shoe Company at 452 East Colorado 
Boulevard. The masonry structure will 
add a floor area of 14 x 21 feet to the 
store at a cost of $2,000. 
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MEN'S BOWLING 
OXFORDS 
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#8306 Black Pebble Grain Finish 


$85 


PAIR 


Sold in Case Lots Only 
24 Pair in a Case 
Sizes 6'/2 to II 


Net 10 Days, F.O.B. Chicago 


IRVING LAMET SHOE CO. 


333.W. Monroe St., Chicago 6, lil. 











CASUALS 


FINE GRADE 


GIRLS’ BROWN COWHIDE CASUAL 
Genuine Goodyear Welt 
No-mark Soles 


Immediate Delivery 


$3.25 


Sizes 4-9 
Packed 18 prs. 
te ease. 
Write for folder 


Stadium Boots and Slippers 
CONJOR SHOE CO. 


287 Broedway New York 17, N. Y. 


—- 


STORE FIXTURES 


me ee oe eee oe oh 6 oo 


LUCITE SHOE DISPLAYERS 
CUSTOM MADE TO YOUR ORDER 
MANUFACTURER-TO-YOU 
Let us work out your ideas 
Also display tables and other fixtures 


PLASTIC CREATIONS MFG. CO. 
707 $. PULASKI RD., CHICAGO 2, ILL. 
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H. E. Roseman Succeeds Paul 
Seigel at O’Connor & Goldberg 


Cxicaco—John O’Connor, Jr., presi- 
dent of O’Connor & Goldberg, has an- 
nounced the appointment of Harry E. 
Roseman as merchandise manager of 


H. E. ROSEMAN 


O’Connor & Goldberg’s women’s shoe 
division to succeed Paul M. Seigel, re- 
cently resigned to become president of 
the Reliable Company, Fresno, Cali- 
fornia. 

Mr. Roseman, associated with O’Con- 
nor & Goldberg since 1921, has held a 
number of administrative positions. His 
most recent promotion makes him the 
top executive in O’Connor & Goldberg’s 
women’s shoe division. 

Mr. Seigel has been associated with 
O’Connor & Goldberg since 1918. His 
abilities were recognized by the late 
Julius A. Goldberg who retained him 
as his assistant in merchandising the 
women’s division of the business for a 
long number of years. In this capacity, 
Mr. Seigel made innumerable trips to 
Europe to better acquaint the O’Connor 
& Goldberg organization with the trend 
of styles as they emanated from Paris 
in pre-war days. In 1936 he took over 
duties in the styling and merchandis- 
ing of O-G shoes upon Mr. Goldberg’s 
passing. 

The Reliable Company of Fresno is 
a large retail organization operating 
many shoe stores and leased depart- 
ments, selling men’s, women’s and 
children’s shoes, ready-to-wear, and 
accessories. Their business covers 
many cities in California. 


West Coast Store Changes 
Corporate Name 


Los ANGELES, CAL.—The board of 
directors of the Fifth Street Store 
made formal announcement of the 
change of corporate name to Milliron’s. 
This well known department store is 
now completing an extensive program 
of expansion, remodeling and moderni- 
zation. 
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_ CHILDREN'S SANDALS 





UNLINED ELK SANDAL 


Brown Sport Rubber Sole 
and Heel 


At Once 
Delivery 


$] 50 
Net 10 da 
F.O.B. N. ¥. 
Colors: White, Brown, Red—Sizes: 6/8, 8/2/12 


36 prs. to a run of color to case 
ALSO IN BETTER GRADES 


POLONER SHOE CO. 


156 Duane Street New York 13, N. Y. 
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The “GRECIAN” Sandal 


Ideal for Loafing 
and Play 
Supple Soft 
Leather 


Only 


$9.35 








No. 340 Full Sizes 6 - 11 
Color: Natural 
Immediate Delivery 


ARNOFF SHOE CO.,INC., 181 Duane S¢.,N.Y.C 











Sandals Are Volume 


Sellers in West 


CHEYENNE, Wyo.—Roman-type san- 
dals, moceasins and platform wedgies 
were volume sellers here during June, 
it was reported at the Cheyenne Shoe 
Store, 202 West 17th Street, and Pas- 
ternack’s, 110 West 17th Street. The 
California sandal was popular in both 
blue and red leather. 

Promotional lines used with good ef- 
fect included “. . . gives freedom and 
enables Milady to display 10 beauti- 
fully tinted wriggling little toes .. - 
All the job of barefoot comfort with 
none of the discomfort of injuring 
tender feet .. .” ; 

Heavy volume selling was done in 
wedgies in platform types for play 
shoes, while moccasins for men, boys 
and girls moved readily at $2.25 and 
$3.50. The non-marking rubber sole 
was a good sales’ point in selling moc- 
casinse to boys and girls, Pasternack’s 
reported. 
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TRAY-WARE SOK-DRYER 


GC 


ANKLET- DRYER 


: 































Ne. 701 





Ne, 700 


Sell Them Year Round 
e in men’s furnishing departments 
e in notion departments 
e in shoe depts. 


There's nothing like it. The Tray-Wore Sok- 
Dryer and Anklet-Oryer now make it possible to 
launder woolen, cotton and rayon socks without 
feor of shrinkage ond renders the loundered 
socks pressed and ready to weor. The Anklet- 
Dryer is speciolly designed for men's Anklet 
Socks. Sizes and prices on both ore the some. 
Order your stock todoy! 


7¢'s UNBREAKABLE 
% WEIGHS 21% OZS. 
* WON'T RUST 
* WON'T WARP 
* It'S STURDY 


IMMEDIATE DELIVERY! - 


Sok-Dryer No. 700 Anklet-Dryer No. 701 
5 SIZES: 10%, 11, 11%, 12 and 13 
PRICED PER DOZEN 


AT $9 PAIRS 


MINIMUM PACKING: 3 DOZ. PAIRS ASSORTED SIZES 


TRAY-WARE 


WManufactu nerd 


1384 WEST 117th ST.+ CLEVELAND 7, OHIO 
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Leather Scarcity Seen 


At Chicago Show 


Cuicaco, Itt.—The regular monthly 
show held June 24 and 25 at the Morri- 
son Hotel by the Chicago Shoe Travel- 
ers Association offered considerably 
less variety in footwear than this or- 
ganization has ever shown. Although 
there were some 70 exhibitors, sample 
lines in the main embraced shoes of 
suedine, imitation patent, plastics and 
fabrics. Some salesmen had been in- 
structed by their factories to explain 
to customers that many shoes were 
complete in the shops except for soles. 
With no sole leather available, cus- 
tomers are being asked whether they 
are willing to accept the merchandise 
with plastic soles. 

Although attendance of buyers was 
satisfactory from point of view of 
numbers, most visitors left the show 
with a keen sense of disappointment in 
view of the fact that- most of them 
were unable to place orders, for de- 
sired merchandise. A typical example 
of the dearth of footwear was to be 
seeen in the exhibit of one house which 
normally shows a line of 200 or more 
samples. At this June show they had 
six dress shoes to show and 24 fabric 
play shoes. And of these 30 there was 
not one all-leather shoe in the lot. 

A number of houses who formerly 
showed many wedge soles are now 
using the same models but mounting 
them upon 12/8 outside heels, whereby 
the shoes come under a dress category 
and. have a wider sales interest. 
“Cherry Coke,” shown in plastic, has 
for some time been well received in 
larger metropolitan areas. Salesmen 
comment that this color is now be- 
ginning to become popular in the 
smaller cities and towns as well. Imi- 
tation suede was to be had in abund- 
ance. It has been found that this fab- 
ric with a rayon flock back is much 
more satisfactory than that with a cot- 
ton backing, and as a result most buy- 
€rs are now insisting upon the rayon. 
In any case it was to be noted at this 
show that those suedines with rayon 
backing had a readier sale than the 
other. Comment among shoe men was 
to the effect that Fall merchandise 
would necessarily include far more 
fabric shoes than ever before. With 
leather supplies at the lowest ebb in 
the history of modern American shoe- 
making, they feel it is inevitable that 
fabrics must be substituted in order to 
meet the basic footwear needs of the 
population. 

The next show scheduled by the 
Chicago Travelers Association will be 
July 29 and 30, at the Hotel Morrison. 





Firm Leases New Quarters 


Newark, N. J.—Fellman, Ltd., shoe 
retailers, has leased the premises at 
‘°855 Broad Street. 


BEN ORLICK 


New Yorx’s Live Wie 
AUGUST 1ST DELIVERY 
California Process 


NEW OUTSIDE HEEL 


$3.12 
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| Style 1400 — BLACK SUEDINE 
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Obituaries 





Clarence A. Little 


RocHEsSTEeR, N. Y.—Clarence A. Lit- 
tle, secretary of the New York State 
Shoe Retailers Association and Roches- 
ter correspondent for Boor AND SHOE 
REcORDER, died suddenly July 2, fol- 
lowing a heart attack. He was 67 years 
of age. He was stricken while at work 
in his office and was removed to 
Genesee Hospital, where death occur- 
red two hours later. 

A native of Binghamton, N. Y., Mr. 
Little engaged in newspaper work on 
the Binghamton Press, and subsequent- 
ly came to Rochester where he became 
police reporter on the old Rochester 
Herald. Heheld a similar post for some 
years on the Union and Advertiser, 
prior to the merger of that newspaper 
with the Evening Times to form the 
Rochester Times-Union. Thereafter he 
went to Cleveland where he wrote edi- 
torials for the Plain Dealer, returning 
to Rochester to become associate edi- 
tor of the Rochester Journal, establish- 
ed by William Randolph Hearst in the 
early 20’s. 

When the Journal suspended publi- 
eation as a result of changes in the 
Hearst newspaper setup, Mr. Little 
engaged in public relations work and 
became a free lance writer for publica- 
tions in various fields. His work for 
Boot AND SHOE RECORDER brought him 
into close contact with many shoe men, 
and on the death of Harry A. Chase, 
who for years had been secretary of 
the state retailers’ group, Mr. Little 
was chosen to succeed him. 

Besides his widow, Mrs. Helen Lit- 
tle, he leaves a son, who is engaged in 
photographic work in New York City. 





Judge Marvin Brown 


New YorkK—L. E. Langston, execu- 
tive vice-president of the National Shoe 
Retailers Association, received word 
from Fort Worth early this month of 
the passing of Judge Marvin Brown, 
of the Texas Supreme Court, who was 
well known to the shoe retailers of the 
Southwest as a brillant speaker and 
who frequently addressed Texas and 
Oklahoma Shoe Retailers at their con- 
ventions. Judge Brown was also a 
speaker on one accasion at a convention 
of the National Shoe Retailers Associa- 
tion, in Chicago, and he attended a 
number of these national trade gather- 
ings. In this way he made the ac- 
quaintance of a large number of retail 
shoe merchants, who will regret to 
learn of his death. 


A. G. Williams 


PorTsMOUTH, OHIO—A. Graves Wil- 
liams, 51, one of the founders and 
chairman of the board of the Williams 
Manufacturing Co., manufacturer of 
women’s footwear, died June 25 in 





Presbyterian Hospital, New York, fol. 
lowing an operation. 

Mr. Williams played a leading role 
in development of the Ohio Chamber 
of Commerce — which he had headed 
since 1938— into one of the foremost 
in the United States. Membership of 
the group was increased 400 per cent 
during his tenure as president. 

In business activities he helped his 
prothers found the Williams Manufac- 
turing Co. in 1921. His two brothers 
are Paul, of Philadelphia, and Forrest 
Williams, president of the Williams 
firm. 

Mr. Williams’ widow, mother, a 
daughter, and two sons also survive. 





John Howard Bering 


CINCINNATI, OHIO—John Howard 
Bering, 61, son of the late Anton J. 
Bering, founder of the Bering Shoe 
Company, died June 20 in Our Lady 
of Mercy Hospital, in suburban Marie- 
mont. 


Mr. Bering, who retired 15 years ago, 
had been a salesman for the Bering 
Shoe Company for many years until 
the company was sold. Later he was 
in the sales department of the Procter 
& Gamble Company. 

He leaves his widow, Mrs. Eileen 
Heekin Bering; a daughter, Mrs. Mary 
Elizabeth Nebel; two sisters, Mrs. 
Frances Doppes, Cincinnati, and Mrs. 
Louise Busch, Dodge City, Kansas, and 
three grandchildren. 





William A. Loughridge 


MACKSVILLE, KANS.— William A. 
Loughridge, former shoemaker here, 
died last month in a hospital at Staf- 
ford, Kansas, after a three year illness. 
He had lived in Macksville for 15 years. 

Two sisters survive. 





George G. Schelter 


InonDEQUOIT, N. Y.—George G. Schel- 
ter, 76, pioneer in the last business, 
died late last month. A native of 
Buffalo, Mr. Schelter lived in Rochester 
most of his life and was one of the 
founders of the Empire Last Company, 
which later became the United Last 
Company. His widow, a brother and a 
sister survive. 





James Meany 


OmAHA, NEB.—James Meany, 90, em- 
ployee of the Cressy Shoe Company in 
South Omaha for 30 years and a shoe 
buyer for many years, died recently at 
his home here. He was the oldest mem- 
ber of the Knights of Columbus in 
Nebraska. Three children and five 
grandchildren survive. 
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binations of blue and red and in ox- 
fords in white. Wedgie rafha sandals 
were going over strongly. T-strap san- 
dals in sailcloth white and side-gored 
pump styles in natural linen with col- 
ored stripes found many buyers. 

Roy H. Bjorkman showed a collec- 
tion of custom footwear. Among these 
was a doeskin pump on high platform 
sole in black, selling at $21.95. The 
same design, with flap toe, open heel, 
was shown in brown baby calf, with 
brown lizard platform sole. 

Napier presented a pump with 3-in. 
heel and toe trim of punchwork in 
bands. This style was shown in black 
suede, blackcalf and in brown calf. 

C. M. Stendal featured a white doe- 
skin sling pump, detailed with a va- 
riety of trim in strap and punchwork. 
The same style was also shown in 
white with brown trim. 

* * v 


St. Paul 
$ UMMER suedes with nailhead plat- 


form were shown at Schuneman’s, 
Inc. Linen sandals, designed for cool- 
ness with high or medium heels were 
well liked. Casual saddles with leather 
uppers and rubber soles in brown and 
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white for Summer play were shown. 

The Emporium showed play shoes 
in ballerina wedgie style, flat and 
comfortable. These were in white or in 
red with braid trim and bow. Another 
play shoe of unusual design was a 
Ropecraft sandal with platform sole 
and wedge heel. The upper was in 
red with rope sole. White gabardine 
strap sandals were shown. 

Newman’s Summer offerings were 
varied with a highlight of plaid woven 
rafia sling pumps with contrasting 
red heels. White linen platforms were 
popular sellers at this store. Bright 


notes were complementing bows either 
in all white or white combined with 
red, green, blue or brown. 

The Golden Rule played up casuals 
strongly. Materials were gabardine, 
crushed kid, soft Summer suede, Sum- 
mer kid. Styles were ballerinas, strap 
sandals, wedgies. Styles made them 
suitable for play, dancing and for in- 
formal dress. All colors were fea-- 
tured. One favorite was a brown and 
white casual. Another casual, also 
suitable for wear for any type of Sum- 
mer activity was a spectator style 
pump in white buck with brown trim. 





17 









we by 


4" 








STADIUM BOOTS 





Searce Item — Buy Now! 
BROWN COWHIDE 





Write for Folder 


CONJOR SHOE COMPANY 
287 Broadway New York 7, N. Y. 








BOWS 


Soust 


BOWS 








#2603 





2603 Suede only — .75c 
2593 Suede or 
ic— .75¢ 


patent 
Dozen pair oni for latest catalog or 
samples of our large leather, nail "hood 
trimmed 


ornaments. 
WAVERSHOE TRIMMING CO. 
lashington Ave. St. Louis 


1307 Wi 

















khews Shoe People 





T. Foster, of Craft Footwear, Pater- 
son, N. J., is traveling to the West 
Coast to show his line of “Craft Debs” 
at the St. Francis Hotel, San Francisco, 
July 15-through July 21, and at the 
Biltmore Hotel, Los Angeles, July 22 
through July 28. 

* ” * 

Miss Velma Pechin, who has been 
bookkeeper for LaShalle’s Shoe Store, 
Junction City, Kans., for the past four 
years, was married recently to Bernard 
Esker, at Kansas City, Kansas. 

The couple will reside at 1201 West 
Eighth Street, Junction City. 

> ” ” 

Melnick’s Sundial Shoe store has 
been opened in Littleton, N. H., with 
Charles H. Melnick, recently discharged 
veteran, as owner and manager. He 
was graduated from the University of 
New Hampshire and Columbia Univer- 
sity. Before entering the service, he 
taught at the University of New Hamp- 
shire and Northeastern University in 
Boston. 

. x * 

Adelard Rousseau, Newmarket, N. H., 
shoe dealer, has been installed for a 
three-year term as trustee of the 
Lamprey Aerie of Eagles. 

+ * * 


Herbert N. Lape, Sr., chairman of 
the board of the Julian & Kokenge Co., 
has been re-elected for a fourth con- 
secutive term as president of the 
Columbus, O., Chamber of Commerce. 
He is also a director of the U. S. 
Chamber of Commerce. 


* * * 


Arthur R. Haubrich, who operates 
the Factory Shoe Clinic, 4014 N. Oak- 
land Ave., Milwaukee, Wis., won five of 
the ten prizes awarded for outstanding 
shoe rebuilding workmanship by the 
thirteenth annual convention of the 
Master Shoe Rebuilders’ Association of 
Wisconsin, at Oshkosh, recently. He 
submitted eight pairs of shoes. Nearly 
all of the 1,000 shoe repairmen attend- 
ing submitted entries. 

7 * *~ 

Sam Smith, head of the Sam Smith 
Shoe Corp. in Newmarket, N. H., was 
chosen as a member of the provisional 
state committee when the Independent 
Voters of New Hampshire were organ- 
ized at a dinner meeting at the Car- 
penter Hotel, Manchester. 

The purpose of the new organization 
was said to be “to unite and organize 
New Hampshire voters, especially the 
large number who prefer to remain 
politically independent.” 

+ 7 7 

At a recent cermony in Manchester, 
N. H., Miss Rita Tseckares of Concord, 
a secretary in the office of Brig. Gen. 
Charles F. Bowen, state director of 
Selective Service, for the past four 


years, became the bride of Charles J, 
Koutsos, who is associated with his 
father, John S. Koutsos, in the retail 
shoe business in Manchester and 
Nashua. 

The bridegroom was recently dis- 
charged from the Armed Forces after 
serving 38 months in Italy and the 
Middle East. 

The couple left by plane for a wed- 
ding trip in Cuba. 

* * +. 

Glenn C. Wharton, president-secre- 
tary of the Kirkendall Boot Company, 
Omaha, Neb., and Miss Marjorie Wright, 
were married recently at Clearwater, 
Fla. The couple will reside in Omaha. 

* 7 * 

Versal H. Caton, for many years 
women’s shoe buyer at Gold & Co. de- 
partment store, Lincoln, Neb., is now 
a Captain in the army and is stationed 
at San Francisco. 

* - +. 

A. R. Jacobs, a returned service man 
has been made manager of Leed’s new 
shoe store in Bellflower, Cal. Before 
entering the service, Mr. Jacobs was 
manager of Leeds Burbank store. 

* - 7 

J. T. Knox, of 349 Porter N. E., is the 
new manager of the W. B. Sweet Shoe 
Store, 124 North Park Street, Warren, 
Ohio. 

* . * 

Mr. and Mrs. Fred Hinerman have 
opened a new dress and shoe shop for 
women at 264 Jefferson Avenue, Wheel- 
ing, West Virginia. 

* + . 

Harry Swain has been named assis- 
tant manager of The Bootery, 26 South 
Magnolia Street, Ocala, Fla. Before 
entering the navy almost four years 
ago, he was manager of the Lee Shoe 
Store. Grady B. Gatlin is manager. 

* . 7 

Mrs. S. Gerdwagen, who for the past 
six years has operated Charley’s King 
of Shoe Bargains Store at 651 Myrtle 
Avenue, Brooklyn, is augmenting the 
store’s line with better grade family 
footwear. Proprietor of the store is 
Al Gerdwagen. 

> * > 

Robert Stauffer, recently discharged 
from the anti-aircraft division of the 
Coast Guard, in which he attained the 
rank of ist lieutenant while serving 
in the Pacific, has returned to The Hub, 
Wilkes-Barre, Pa., as salesman in its 
Bostonian Shoe Shop. 

* * + 

I. Robert Eisenmann has been elected 
president of the Chamber of Commerce 
of the Republic of Panama. Mr. Eisen- 
mann, who is general manager of the 
American Bazaar chain of men’s apP- 
parel stores in Panama City and Colon, 

[TURN TO PAGE 120, PLEASE] 
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Marks 60 Years 
In One Store 


BurraLo, N. Y.—Charles A. Thiele, 
16, one of the organizers of the Buffalo 
Shoe Retailers Association, will com- 

his 60th year in his shoe store 
at 705 William St., this month. 

Mr. Thiele was born in an apartment 
behind 593 William St., where his 
father had started in business in 1870. 
At the age of eight, he already was 
dusting shoe boxes after school. His 
father bought the present store in 
1886 and Mr. Thiele worked for him 
until he took over the business about 
45 years ago. 

“As far back as I can trace my 
family, they were shoe makers or shoe 
sellers,” he said, looking around the 
store, “but this will end it. My son, 
Irwin, is an architect.” 

Mr. Thiele has a picture of the 12 
charter members of the Buffalo Shoe 
Retailers Association—in high shoes 
and moustaches—at the group’s first 
’ outing at Olcott Beach about 40 years 
ago. 

“Business isn’t what it used to be,” 
sighed Mr. Thiele, who is experiencing 
some of the era’s retailing difficulties. 

“T’ll show you some workmanship,” 
he said, and with the agility of a man 
many years his junior, climbed a lad- 
der to shelves 12 feet high. He brought 
down two pairs of 35-year-old button 
shoes, still in wearable condition. Some 
customers buy them for a few cents to 
send to relatives overseas. 


Mr. Thiele said the days are gone 
when women walked into shoe stores 
and tried to put their tiny feet into 
even tinier shoes. Today’s women 
have larger feet and they admit it. 

“Years ago women’s shoe sizes 
started at 2% and ran to 6, but now 
popular sizes are from 5 to 10,” said 
the white-haired proprietor. “And 
vanity doesn’t keep them from buying 
a shoe that fits.” 


New Book a Compilation 
Of Selling Ideas 


Pirtstown, N. J. — A book called 
“3033 Retailing Ideas” has been writ- 
ten and published by Emanuel Lyons 
in this city. 


Based on the premise that retail 
sales must be greatly increased to keep 
our economy going and our standard of 
living at a high level, the book is a 
compilation of ideas and practices 
utilized by over 3,000 merchants in 
diverse fields. Suggestions fall under 
such headings as Merchandising Ideas, 
Advertising Ideas, Ideas to Attract 
Children, Notion Sale Ideas, Gift Shop 
Ideas, and many others. 

Under the section called “Ideas for 
Shoe Selling, Display and Stockkeep- 


ing,” Mr. Lyons has compiled nearly - 
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RAINBOW OF COLORS! 


Lustrous Quality Electrified Shearling 


PLU LFS 


IN STOCK FOR IMMEDIATE DELIVERY! ORDER NOW! 


SCIOTO MANUFACTURING COMPANY 


Portsmouth, Ohio 







SOLID WHITE 
WHITE-RED TRIM 
WHITE-BLUE TRIM 
ROYAL BLUE 
CHINESE RED 
. CORAL 

BABY BLUE 
GOLD 


A durable bark tanned shearling 
sole . . . durable quality sole 
binding . . . nylon stitched through- 
out for extra wear . . . accurate 
shoe size fitting . . . individually 


packed in quality boxes. 














150 original ideas used by shoe mer- 
chants to promote sales. 





Shoe Stores Suffer Loss 
From Detroit Tornado 


Detroir—Three shoe stores suffered 
damage in the recent tornado which 
swept Detroit suburbs with a loss of 
nearly twenty lives. The storm struck 


in the suburb of River Rouge and 
seriously damaged a whole block of 
business structures, in addition to the 
homes which were leveled. 

Shoe store damage was centered in 
the business block in River Rouge. 
Gabriel’s Shoe Store, recently opened, 


had windows blown in and part of 
the roof blown off. There was some 
loss of stock from exposure, as well 
as from subsequent looting. However, 
Frank Samborski, manager, reported 
the store able to reopen within two 
days. 

At the R and S Shoe Store, one of 
the largest in the territory and estab- 
lished for some twenty years, windows 
and a skylight were demolished and 
damage to stock was complicated by 
rain water pouring through the roof, 
manager Martin Bruson reported. 

At a Thom McAn store in the same 
block, similar damage occurred, with 
windows blown in and much stock at 
the front of the store damaged. 
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is also treasurer of the Panama Tourist 
Commission and 2nd Alternate Gov- 
ernor of Panama (an honorary appoint- 
ment). 

o * - 

At 83 Eugene J. Gutmann, founder 
and head of Gutmann & Co., tanners in 
Chicago, is a fishing enthusiast. Ac- 
companied by his son, Daniel Gutmann, 
who is well known to the shoe industry, 
he repaired to a lake near Alexandria, 
Minn., last month, where with great 
satisfaction he pulled in the limit for 
each day. Mr. Gutmann, the dean of 
Chicago tanners, is on the job at his 
office everyday. 

- - 7 

Maj. Charles E. Greenman, head of 
the Charles E. Greenman Co., manu- 
facturer of leather soles in Hampton, 
N. H., has announced his candidacy for 
the Republican nomination for the Gov- 
ernor’s Council frdm -the Second Dis- 
trict. Major Greenman served from 
1937 to 1941 as a member of the mili- 
tary staff of former Gov. Francis P. 
Murphy, a vice-president of the J. F. 
McElwain Co., shoe manufacturer, of 
Manchester and Nashua. 

7 


Lee H. Lincoln of L. H. Lincoln & 
Son, Inc., manufacturers of tanning 
materials, Coudersport, Pa., was elected 
a district governor at the 37th annual 
Rotary International convention held 
at Atlantic City, N. J. 

. * . 

I. G. Redding, formerly sales mana- 
ger in charge of the shoe division of 
Sears in Chicago, has left the company 
and will operate the Garden Craft In- 
dustries, Miami. He and his son, re- 
cently released from the Army, have 
purchased the new business. 

. 7 


Joseph N. Connors, Sr., well-known 
shoe manufacturer, served as general 
chairman of the Dover, N. H., commit- 
tee which held a drive for $9,500 for 
Catholic Charities, Inc. 


. * + 


After 50 years in the same Zanesville, 
O., store room, Mike Mirvis, veteran 
shoe retailer, has sold his store to The 
Friend Brothers, Inc., New York. Mr. 
Mirvis is retiring from active business. 

During the 1913 flood the merchant 
lost everything, with shoes, fixtures 
and other property carried away by 
Muskingum River. Mr. Mirvis began 
again and rebuilt his business confi- 
dently at the same site. 

* * *# 

Philip Gleckman, for 26 years mana- 
ger of the Model Shoe Store, Brockton, 
Mass., retired May 25. He had been 
with the R. H. Long Shoe Co., South 
Framingham, Mass., for nine years be- 


fore assuming his connection with the 
Model Shoe Store. 
+ * > 

George Ogdee has bought Bingham’s 
Shoe Store in San Benito, Tex., renam- 
ing it Ogdee’s Shoe Store. Now on 
terminal leave from the Army, Mr. 
Ogdee served 30 months in the Pacific, 

+ * + 

Richard I. Rosenfield has been named 
manager of the Hollywood Shoe Store, 
1924 Hollywood Blvd., Hollywood, Fla. 
He succeeds A. J. Simon who recently 
resigned. Mr. Rosenfield was formerly 
with the Nankin Shoe Co., of Miami 
Beach and Miami. 

* * 7 

Armand Kreeger, head of Kreeger’s 
New Orleans fashion store, has been 
appointed to head the city’s famine 
relief drive. 

7. * * 

Nick Zentler, accompanied by his 
wife, has been visiting friends among 
the shoe travelers in Pittsburgh. For 
the past eight years Mr. Zentler has 
been traveling out of Louisville, Ky., 
covering Kentucky, Ohio, and Indiana 
for the Delmar Shoe Company of Bos- 
ton. 

* ” . 

Wallace Bettes, formerly of Amarillo, 
Texas, will manage the new boot de- 
partment added to the Malcolm Shoe 
Repair Shop, Wichita Falis, Texas. _He 
has had over twenty years experience 
in making hand-made boots. 

. * * 


Donald Schwartz, president of Jack 
Schwartz Shoes, Inc., was married last 
month to Miss Gloria Harris, of the 
Associated Merchandising Corporation. 
The couple flew to Rio de Janeiro for 
their honeymoon. 

« . = 

William Hushkeck has returned to 
the sales staff of the Allentown, Pa., 
store of Wetherhold & Metzger after 
more than two years of military ser- 
vice in Germany, France and Italy. Mr. 
Hushbeck was well known as a star of 
the Allentown High School basketball 
team. 

. . . 

Sam Dunoff, who has a family shoe 
store at 1547 S. 7th Street, Philadel- 
phia, Pa., has opened a second store in 
that city at 936 N. Marshall Street. 


* * *s 


Otto Warn, well known Spokane, 
Washington, shoe dealer, was elected 
president of the Pacific Northwest 
Shrine Association at the 15th annual 
meeting of the group held recently. His 
district includes Washington, Idaho, 
Montana, Oregon, British Columbia 
and Alberta, the largest jurisdictional 
area in Shrinedom. 
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1235 Washington Ave. © St. Louis, Mo. 
== 
Industry Leader chased the building at 565-567 Chestnut 
2 "ade Street, here, where he plans to open 
At Bikini Test a modern new store after alterations 


Boston, Mass.— The shoe industry 
will be interested in the contribution 
of one of its members to the atom 
bomb test at Bikini. Bradley Dewey, 
president of the Dewey and Almy 
Chemical Company of Cambridge, Mas- 
sachusetts, was one of the two civilian 
members of the Joint Chiefs of Staff 
Evaluation Commission sent to Bikini 
Atoll to witness the testing of the 
atom bomb. Mr. Dewey and Dr. Karl 
T. Compton, president of the Massa- 
chusetts Institute of Technology, the 
other civilian member, were present to 
observe the results of the bombing and 
to make unprejudiced reports on the 
value and importance of atomic fission 
te,..our national security and to the 
nature and design of our future de- 
fense forces. f 
: Mr. Dewey is president of the Amer- 
ican Chemical Society and was Na- 
tional Rubber Director during the war. 
His firm is well known in the shoe 
industry for its work in pioneering and 
developing synthetic shoe-making ma- 
terials, 





Buys Building for 


. New Shoe Store 


Emmaus, Pa.—Walter M. Beers, a 
shoe retailer for 45 years, has pur- 
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are completed. He will move from his 
present location at 342 Main Street. 

Mr. Beers’ son, Walter M. Beers, Jr., 
recently returned after four years of 
military service, is manager of the 
Beers Family Shoe Store. 





Store Theme Plays Up 


State Parks 


St. Pau, Minn.— When Schune- 
man’s, Inc., cooperated with the State 
Conservation Department in a store- 
wide promotion of Minnesota’s play- 
grounds, the shoe salon featured casual 
shoes as its suggestion for “Happy 
Holidays.” 

The shoes were shown in the store’s 
special casual shop and also in win- 
dows which carried shoe and bag dis- 
plays only. Counters showed play 
shoes and shadow boxes held other 
casual shoes displayed against a back- 
ground of photographs of scenic spots 
in the state. 

Three styles of “Town and Country” 
white leather casuals were featured as 
a complement to all Summer attire. 
These were in smooth white leather 
with all-leather soles and leather cov- 


ered platforms. 





M. B. ADRIAN 
Griginater of X-Ray Shee Fitter 


MANY NEW FEATURES MAKE THE 
“SPECIAL,” EASIER TO USE FOR BOTH 
THE CUSTOMER AND THE MER- 
CHANT! IT IS THE ONLY X-RAY SHOE 
FITTER SPECIALLY DESIGNED FOR THE 
ENTIRE FAMILY — WITH INDIVIDUAL 
FLUOROSCOPE FOR CHILDREN, WO- 


2507 So. Howell Ave. 


EEE ewe 


M. B. ADRIAN, 


KNOWN FOR THIRTY YEARS 
AS DESIGNER OF “ADRIAN” 
X-RAY SHOE FITTING EQUIP- 
MENT, OFFERS HIS NEW, 
IMPROVED MACHINE, THE 
"SPECIAL"! 


SUPERIOR PERFORMANCE, 
DESIGN AND BEAUTY, MARK 
THIS MACHINE AS THE 
FINEST IN X-RAY SHOE FIT- 
TING EQUIPMENT! 





“WRITE FOR INFORMATION AND LITERATURE! 
M. B. ADRIAN & SONS X-RAY CO. 


Milwaukee 7, Wis. 





Hold Price Line 
[CONTINUED FROM PAGE 110] 


have’ issued specific instructions to 
stores to maintain pricing charts and 
all other records previously required 
by OPA until further notice. 

“(3) Why no change in retail prices? 
Popular price shoe retailers feel that 
even slight price adjustments at this 
time are a threat to the delicately bal- 
anced economic applecart. If it tips, a 
deluge of bad customer relations is a 
certain by-product. 

“(4) How long can retailers main- 
tain prices? They can and will main- 
tain prices until their costs increase. 
That is a pledge. 

“(5) Should sources of supply main- 
tain prices? Members of the Popular 
Price Retailers Association feel that 
heroic efforts should be made by all 
branches of industry to refrain from 
raising. prices. Retailers urge manu- 
facturers to make no price adjustments, 
no matter how minor, at least until the 
national. government clearly determines 
the future of price controls.” 





Chain Modernizing 
Mid-West Outlet 


ToLepo, On10 —Schiff’s shoe outlet 
store in Toledo is spending almost 
$5,000 for alterations to modernize its 
building. 
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INFANTS’ SHOES 


"PIT-A-BATS: 


U.S PAT. OFF. 


FIRST CHOICE IN FIRST STEPS 








To retail 
up 
$2.50 





Smooth Elk—White and Brown. Vel- 
vet finish. Chrome Sole. Compo con- 
struction. Half Sizes | to 5. 
24 pair minimum 

STANDARD PACKING 


SIZES . . . 1-12-2-2V2-3-3V2-4-412-5 
PAIRS.. 2-2-3-4+4+3+2-2-2 











PIT-A-PAT SHOE CO. 
327 W. Monroe St. Chicago 6, lil. 
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SANDALS 











PLAY SANDAL 


For 
Immediate 
Delivery 







8-481 Misses’ Ali White 21.55 pr. 
B-487 Misses’ Beige ..........--eeeeees sis pr. 
8-490 Women's & White ........ 1.65 pr. 
8-491 Women's Ail White ........... $1.45 pr. 
8-493 Women's Red & White ......... $1.65 pr. 
8-495 Women's Brown & White......: $1.65 pr. 
8-497 W "s Beige ..... 2... .ccccene $1.65 pr. 
8-498 Women's Brown & Beige........ $1.65 pr. 
8-499 Women's Mulfi .............++-- 1.65 pr. 
Fut eer so.es”* 


P.H. VOLK & CO., INC. 


2-4 Lomberd St., Baltimore 1, Md. 
else VOLK SHOE STORE SUPPLIES, INC. 
109 N. 4th St., Phila., Po. 

















The Shoemobile, a mobile unit which travels around the city of Lansing, Michi- 
gan, fitting shoes in the home. 


LANSING, MicH.—A new shoe-fitting 
service has been inaugurated by The 
Modern Youth Shoe Shop, here, en- 
abling mothers of pre-school age chil- 
dren te purchase properly fitted shoes 
at their door by use of the Shoemobile. 

The Shoemobile is a panel truck 
completely equipped with a full line of 
youngsters’ shoes. Realizing the diffi- 
culty many mothers of small children 
have getting downtown, Morrice Hen- 
derson and J. R. Tomlinson, co-owners 
of the shop, placed one of their expert 
fitters, William Sackett, in charge of 
the mobile unit. 

The white truck is kept busy five 
days a week serving Lansing and the 
surrounding area. Thoroughly satis- 
fied with this service after a trial 
period, the owners intend to keep it 
in operation permanently. 

On a chart at the store Mr. Hender- 
son and Mr. Tomlinson have divided 
the city into numbered sections. When 


a mother phones for an appointment 
she is told on what day the Shoemobile 
will be in that particular part of town. 
When the Shoemobile arrives Mr. 
Sackett invites the mother to look over 
the stock, makes the sale and is on to 
the next stop. There is no extra 
charge for this service. 

Mr. Henderson points out that im- 
properly fitted first step and pre-school 
age shoes impair the child’s future 
well being and often cause discomfort 
in later years. This point is stressed 
by Mr. Sackett when selling shoes via 
the Shoemobile. 

Since .The Modern Youth Shoe Shop 
sells children’s shoes exclusively, the 
owners are very much interested in 
selling a parent the first pair of shoes 
for the youngster. Satisfaction with 
the first pair means future sales. In 
the Shoemobile they believe they have 
the means of obtaining more of these 
all-important first sales. 





Shoe Firm Sponsors 
Television Broadcasts 


New York—Adler Shoes for Men, 
pioneers in the use of radio advertis- 
ing, are now sponsoring television 
broadcasts on the Dumont Station 
WABD. 

Arthur Adler, president of the firm, 
believes the broadcasts mark the first 
commercial use of television. The com- 
pany visibly demonstrates its products 
and its slogan—“Now You Can Be 
Taller Than She Is.” 

Featured on the Adler programs is 
Henry Morgan, star of American 
Broadcasting’s “Here’s Morgan” pro- 
gram. He makes a specialty of insult- 
ing his sponsors and belittling their 
products—which usually results in in- 
creased sales. 

A typical commercial, dramatizing 
the company’s slogan, was a couple 
approximately the same height who 
graphically demonstrated the function 
of Adler’s height-increasing shoes. 


“I think this is the first time,” Mr. 
Adler said, “where a product’s slogan 
has been animated so that people can 
see with their own eyes that our radio 
jingles and advertisements aren’t at all 
exaggerated.” 


Plans Group of Retail Stores 


St. Louis, Mo.—Manny Atlas, for- 
merly with Edison Brothers Shoe Com- 
pany here, has left that organization 
with plans to open a string of retail 
stores in the East. 

Passaic, N. J., will be the location 
for the first store, to be called “Teen 
Towners.” 


Custom Bootmaker 
Moves Location 

Los ANGELES, CAL.—Emidio Spezze, 
Hollywood custom bootmaker to many 
of the motion picture stars, has moved 
from 5672 Wilshire Blvd. to 717 8. 
Ogden Drive. 
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MEN'S FULL-FASHIONED 


NYLON HOSE 


TYLE 8355/9. Good-looking, 
well-wearing NYLON Socks 
with mercerized cotton tops, heels 
and toes. Reinforced soles. A 
fast-selling “star item! Colors: 
Black, cordovan, navy, maroon. 
Vp dozen 7 & solid color to 
x. 


Sizes: 10 to 12 
$]72.50 Dozen 


FRIEDMAN cesioy cove 


319 Fifth Avenue, New York City 16 








Independent Store to Move 
Into Three Story Building 


Ext Paso, Texas—A modern three- 
story building to be erected in this city 
will become the home of the Guarantee 
Shoe Company, officials of the company 
have announced. 

The location at San Antonio, North 
Oregon and Texas Streets has been 
leased to the shoe firm for 20 years by 
C. L. Hill, Inc., owners. 

Officials hope the new building will 
be completed early in 1947. W. A. 
Kranzthor, manager of the Guarantee 
Shoe Company, said the structure 
would house three floors of men’s, 
women’s and children’s shoes. 

The new building will be air condi- 
tioned throughout the year, he said. 
Architects are Carrol and Daeuble, 
and interiors and fixtures have been de- 
signed by I. S. Brochstein of Houston. 

Guarantee Shoe Co., located at 220 
North Mesa Avenue, is owned by Mr. 
Kranzthor, May A. Holtz and J. M. 
Chestange. El Paso’s first shoe store, 
it was established over 50 years ago 
by the late Charles and Adolph 
Schultz. Henry Ruff and associates 
purchased it in 1903 and the name was 
changed to Guaranteee. In 1906 S. 
Kranzthor, father of the present 
owner, bought the store. 
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Buy Building, 
Remodel Store 


BeLLFLOWER, CALIF.—Sam and Allen 
Rabb, owners of the Rabb Shoe Store, 
450 Bellflower, have purchased the 
building and land at that address and 


SAM RABB 


have started an extensive remodeling 
program. This store was formerly 
known as the Economy Shoe Store. 
Before coming to Bellflower, Allen 
Rabb was connected with large shoe 
stores in Alhambra and Los Angeles. 





ALLEN RABB 


Sam Rabb was an accountant for eight 
years with the National Schools. 

The brothers operate a family shoe 
store featuring national brands. The 
store is being departmented along mod- 
ern lines to better serve the trade of 
this highly important community. 





Store Razed by Fire 


Lone Beacu, CAL. — The M. E. 
Krieger Shoe Company store at 119 
East Third Street, was swept by fire on 
June 17 in a blaze which also raced 
through adjoining stores causing dam- 


age estimated at $150,000. 














DOUBLE 
FEATURE 


























.-- COMING SOON. 
EXCITING...EXCLUSIVE 


This good sense double 
feature means a bright 
sales future for all 


PLAY-POISE dealers. 


While no new franchise 
is available now, we are 
sincerely grateful for the 
patience and interest of 
the many of you who want 


the PLAY- POISE line. 





AY Pols 


SHOF FOR ‘ 7 AWN W 


THE VIRGINIA SHOE CO., INC. 
Fredericksburg, Va. 
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WOMEN'S CASUALS 
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“OUTOOR-EES”’ 
Black Plastic Patent 
SLING PUMP 
An Unusually high quality Style Hit! 


Style No. 1420 
immediate 
Delivery 
collar 
and tee 








$3.60 
ay 
2% — 10 days 
FOB Chleage 
Noll heads around Faille Platform 
Leather Sole—Sizes: os Cee 
Packed 36 pair cases, 
Minimum Order? py age 
WILLIAM COHAN CO. 


Distributers of Casuais—Sport Shees—Slippers 
Tump Floors 


19-21-23 S. Wells St., Chicago 6, Ill. 
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FOOT SOCKS 








“LYCO” seamless sole, el > 
fitting heel, one shade only ee ee 
“Celanese” Rayon ..... $2.75 per dozen pair 


ee ws Posy atenne’ a Ge 
dozen attractiv 
Easel or in dozen boxes. e a to ii. 
or ans coma 
wane St., 7, N.Y. 
Quality Shoe Store Supplies for 46 Years 
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BOWS 





LEATHER OR PLASTIC BOWS 
$4.80 Doz. 
metal clips with new hose protector 
at once delivery 
= bade BROWN 
|. Glendale 3, Calif. 














Play Shoe Promotion Sells One in Twenty 





HIBBING, MINN.—The above window, coupled with promotion through redio 
advertising, sold 1,000 pairs of shoes during a three day period in this city of 20,- 
000 population. The store is Feldman's, 403-405 E. Howard Street. Seventy-five 
different styles in play shoes are displayed. W. R. Feldman, proprietor, reported 
compliments received from both customers and competitors. 





Shoe Selling Streamlined 
At Kaufman’s 


‘New ORLEANS, LA.—As part of the 
process of “making a modern depart- 
ment store” of Kaufman’s, the 69-year 
old store in the Dryades Street business 
district, shoe advertising has been 
streamlined, shoe windows have been 
improved, shoe selling space in the 
store is being remodeled, and veterans 
are being trained to take over jobs 
ranging from buyer to salesman. 

“We are planning our shoe merchan- 
dising along scientific selling lines,” 
Spencer Lazarus, store superintendent, 
said. 


Kaufman’s was purchased by South- 
ern Manufacture and Stores Corp. last 
March. Immediately after the pur- 
chase plaris were laid by Mr. Lazarus 
and Bernard Pincus, new president. of 
the concern, to renovate the shoe sec- 
tion turning it into a model, modern 
shop. 

Women’s shoes will be sold in a spe- 
cial center, now under construction, 
which will be known as the Kaufman’s 
Style Center. This department will be 
located near the center of the store’s 
street floor, with a main, diagonal aisle 
jeading to it. Other women’s depart- 
ments will be located along this aisle, 
thus “leading” the customer to the 
Style Center and its footwear section. 
Mr. Lazarus hopes, by grouping the de- 
partments which naturally complement 
each other into a unit, to step up sales 
in the individual departments involved. 


Men’s shoes will also be integrated, 
in a section with men’s clothing and 
furnishings. Formerly, the shoe de- 
partments were located far from other 
departments with which they merchan- 
dise naturally. 





In order to put shoe selling on a par 
with other modernization and stream- 
lining, the store has instituted an em- 
ployee training program. 

A separate program, set up with 
Veterans Administration supervision is 
unique. This program trains veterans 
in retailing, but unlike most veteran 
training programs the Kaufman’s 
course trains a man for an open job. 
When his training is completed, the 
veteran steps into the job as anything 
from buyer to salesman. Until then, 
he learns by doing. 

“We are moving slowly with many 
of these changes,” Mr. Lazarus pointed 
out, “but when they’re completed, we 
hope to see Kaufman’s one of the most 
modern department stores in the South 
—with a smoothly clicking and selling 
shoe set-up.” 


Leather & Allied Trades 
Outing Has Big Turn-Out 


MILWAUKEE, Wis.—Over 300 people 
turned out for the Leather & Allied 
Trades annual golf tournament and 
dinner party, held at Ozaukee Country 
Club, here, June 25. Participants came 
from Eastern cities as well as those 
from this area. 

A low gross score of 72, shot by Rod 
Killham, Milwaukee, took the first 
prize. Don Elliott, also of Milwaukee, 
was second with a low gross of 74. 
Eastern honors were upheld by Francis 
Shay of Boston with a low gross of 75. 

In the horseshoe tournament, man- 
aged by August C. Orthmann, Martin 
Barr was high in the singles with Clar- 
ence Hapke runner-up. John Owan 
and Art Weich won the doubles. 

Bob Nelson, Weyenberg Shoe Com- 
pany, won the prize drawing, a 3% 
h.p. outboard motor. 
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creased production of 


LION SANDALS 


Watch For Further Developments ! 


LION SANDALS, Ine... 


123-125 BLEECKER ST., NEW YORK 12, N. Y. 
Formerly Lion Luggage Company 


OUR NEW PLANT 


which we will occupy in.the near future 
means bigger and better facilities for in- 
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“UMPECO" 


@ PERFECT BALANCE 
@ GREATER STRENGTH 








MARK CURATOLO, Prep. 


@ TROUBLE-FREE OPERATION 
@ GRACEFUL EYE APPEAL 
@ FINE DURABLE FINISHES 


Te insure complete user satisfaction specify “‘Umpece Buckles" 


Unique Metal Products 8 Engineering Co. 


WITH ALL 
rotierss BUCKLES  srass 
“MAKE GOOD SHOES BETTER” \, - aveaimeeene 
Through OR WALKING SHOE 


MEDICALLY CORRECT 
FOR CHILDREN 
STARTING TO STAND 








60 LISPENARD ST. NEW YORK 13, N. Y. ED WHITE 











IMMEDIATE OELIiVEeRY 
WE CARRY A FULL LINE OF INFANTS 
SHOES ON THE FLOOR. WRITE OR WIRE 


JUNIOR SHOE COMPANY 


3203-07 Chippewa St. Lowvis 18, Me. 





Nordstrom’s in Seattle 
Being Remodeled 


SPATTLE, WASH.—Elmer Nordstrom 
has announced that work has begun on 
remodeling and expanding the Nord- 
strom Shoe Store at 6th and Pike 
Streets in Seattle. Remodeling will be 
under way during the greater part of 
1946, 

The second floor of the Ranke build- 
ing is being added to the present space. 
This addition will give the store and 
shoe departments an extra area of ap- 
proximately 100 x 120 ft. 

When completed the store will in- 
clude four separate shoe departments 
seating about 150 people. A complete 
change will be made throughout the 
establishment and everything including 
carpets, fixtures, cases, chairs and fur- 
nishings will be completely new. 





Children’s Firm 
Opens New Store 


Beverty Huws, Cat.—The Chil- 
dren’s Bootery of Beverly Hills, owned 
by Harry Gluckman, has opened a 
branch store at 405 S. Fairfax Ave., 
Los Angeles, under the name of Chil- 
dren’s Bootery of Fairfax. Ronald 
Young, back in the shoe business after 
four and a half years’ service in the 
Army Air Forces, is store manager. 
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Shoe Fixtures Follow 
Engineering Designs 





New York—"Cycloramic Design" is 
what Al Piser, display director of Mel- 
ville Shoe Corporation, calls the prin- 
ciple involved in his window fixteres, at- 
tracting attention at the newly-opened 
John Ward shoe store, here. Inspired 
by engineering designs, the lines of these 
units are curved, and their perspective 
is heightened by the fact that they were 
ceuf from blocks of plexiglass two and 
one-half inches thick. The fixtures con- 
sist of 13 basic units which con be as- 
sembled In a variety of combinations. 


To Remodel and Department- 
alize Trenton Store 


TRENTON, N. J.—A. R. Schulman, of 
Schulman’s Shoes, has announced plans 
for extensive alterations of his retail 
outlet for women’s better shoes. Molly 
Macher, interior decorator, is in charge. 
When completed, Schulman’s will have 
a seating capacity of 60.chairs, which 
will be divided into three separate de- 
partments. ‘ 

The new shoe salon on the- second 
floor will feature a homey atmosphere. 
Mrs. Macher is using mauve gray wall- 
paper and carpeting. Furniture will 
be of soft fabrics in dusty rose, brown, 
gray and yellow colors. End tables 
and lamps will be used. 

In the campus room, which will fea- 
ture saddles, loafers, and sport shoes, 
red leather benches will be installed. 

The entire first floor will be devoted 
exclusively to popular priced shoes. In 
the salon, shoes will be sold up to $25 
a pair, featuring heels from 12/8 to 
22/8. 


Moves to New Location 


Fort WAYNE, IND.—The Health Spot 
Shoe Shop has moved two blocks from 
its former location to new and larger 
quarters at 122 West Washington 
Blvd. 
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ISHLEY Shoe Corporation 


47 WEST 34th ST.,NEW YORK 1,N.Y, 












from out-of-town buyers) saw South and Lincoln streets 
practically deserted. From July 4 until July 8, more 
than seventy per cent of all offices and stores were closed 
-—a four-day holiday decided on some time ago. 

Orders placed with the shoe and leather industry dur- 
ing May, as compiled by the Associated Industries of 
Massachusetts, continued at the high level established in 
March. The index shows a 37 per cent increase over 
May of last year. 


St. Louis 


MANUFACTURERS here, studying their pricing prob- 
lems while awaiting final congressional action on OPA, 
believe wholesale prices, even if totally freed, will not rise 
more than 15 per cent. From 25 to 35 cents per pair in- 
crease, assuming tanners do not compel more, is most 
commonly talked. The industry in St. Louis is now pro- 
ducing in such volume that it feels it cannot afford to go 
on a price spree. The maximum wholesale price shoe 
for this market is around $4.60, and most are $3 and be- 
low. The low end already has been pretty well adjusted, 
leaving principally the middle bracket to be taken care of. 
Here the rise is more often predicted at 10 per cent than 
15 per cent. 
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Manufacturing and Markets 


[CONTINUED FROM PAGE 86] 





Rochester 


PRACTICALLY all shoe factories in the Rochester area 
closed down for vacation the first week in July. It was an 
excellent time for vacation, not only because of the weather 
and the time of year but for the reason that shortages of 
leather and other materials needed in making shoes had be- 
come so acute that some holidays, whether voluntary or 
enforced, had become essential to permit trickles of sup- 
plies to accumulate. Whether these were to attain anything 
resembling good volume will be determined by forces 
greater than those operating within the confines of the shoe 
industry alone. 

Whatever may be the outcome in price control legislation 
and proposals in Washington, as managers and workers left 
their employment for the early July vacation period, there 
was a feeling that when they return a different era in eco- 
nomics will be under way. 

While provisions of a new wage agreement for employees 
of E. P. Reed & Co. were being discussed with United Shoe 
Workers, workers remained idle for the week beginning 
June 3, returning after agreement had been made for an 
increase of 1244 cents an hour and some other concessions. 

Wage increases of 15 per cent were made at the plants 
of the Artisan Shoe Corp. and William Heiber & Son, while 
employees of George W. Chesbrough went out on strike be- 
cause of delay in reaching agreement for a new contract. 
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SWANK SHOE DRESSINGS, INC. 
61 East I Ith Street New York 3, N. Y. 











ISHLEY Shoe Corporation 


47 WEST 34th ST.,NEW YORK 1,N.Y. 


Shoe Ad Trends from the Agencies 


[CONTINUED FROM PAGE 107] 


to effective advertising during these times. It remains 
for each retailer to write his own prescription, depend- 
ing upon what he wants most to accomplish. 

Many retailers are reluctant these days to advertise 
at all. This, I think, is a mistake. Advertising should 
be ‘used today as business insurance for tomorrow .. . 
to make more people want to do more business with you 


when more shoes are available. 


MARTHA WEISLER 


[CONTINUED FROM PAGE 67] 


either in color or black and white, of the same layout 
idea is a definite part of the Fall program for stores like 
Boldrick’s, San Diego; Baxter’s, Seattle and Tacoma; 
and Warn & Warn, Spokane, Washington. 

For DESIRE: more stress on captions (clever, but 
not trite), and devoting less space to the usual selling 
copy will do a double job this Fall. Because of the 
smaller ad space available in all cities and for all stores 
now and this Fall, concentration on the focal point of 
attention will create the desire for consumer buying— 
attractive layouts, well sketched shoes and a catchy but 
selling caption will go a long way toward the desire to 
buy the merchandise advertised. This thought is par- 
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ticularly important to stores like Cinderella Slipper 
Shop, Beverly Hills, California and Princess Sample 
Shoe Store, Los Angeles, where they cannot employ 
the use of nationally known brand names in their ad- 
vertising. Other stores like Frank’s, Huntington, West 
Virginia; Ingledew’s, Vancouver, B. C.; Savon’s, Spo- 
kane; and Rae-Son’s, Vancouver, B. C., are planning to 
continue with more zest, the “caption” type of adver- 
tising for a more effective job for Fall. 

For ACTION: the retailer, after consultation with 
his expert advertising counselor, will start his advertis- 
ing campaign at the inception of buying plans and fol- 
low through on the “AIDA” of advertising as aforemen- 
tioned. 

With the present economic turmoil affecting receipt 
et shoes this Fall, the retailer will realize that no matter 
what the promotion or the line advertised, the constant 
appearance of the store name in newspapers, direct mail, 
magazines or billboards is necessary. 

Retailers know that with the shortage of shoes, any 
well bought line will sell on sight. A far-sighted, well- 
planned advertising policy will direct that the store’s 
name be constantly placed before the public in a favor- 
able light. And, well-balanced, expertly prepared ads 
on desirable shoes is one of the finest good-will builders 
imaginable. [TURN TO PAGE 128, PLEASE] 
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3809 All White Crush 
Leather Jester. 
3810 All Beige Crush 
Leather Jester. 
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@ Genuine California Process 


@ Pliable Crush Elk Leather 
(unlined) Uppers 









3803 All White Crush 
Leather Bicycle Ox. 
3804 All Beige Crush 
Leather Bicycle Ox. 


@ Heavy Grain Leather Soles 
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3807 All White Crush 
Leather Ghillie. 
3808 All Crush 


. ‘ 4 4 Pairs 
Leather Ghillie. =a a 


HARPER AND KIRSCHTEN SHOE CO._ 


Established 1893 


323 W. MONROE ST. 


1B 


Formerly 
$2.10 
@ Medium Widths 4! 
@ Case lots only. 36 


@ Net F.0.B. Chicago 





3800 All White Crush 
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Shoe Ad Trends from the Agencies 


[CONTINUED FROM PAGE 127] 


Action will come because of these well-laid plans and 
the consumer will find the way to that particular store 
for action in buying the shoes the retailer has available 
at the time. 


EUGENE GILBERT 
[CONTINUED FROM PAGE 68] 


wise, in view of the availability of scientific market re- 
search studies. 

Of course, there are often budgetary limitations upon 
the extent to which the retail shoe dealer can employ 
research. When it is impossible to employ the services 
of experienced research technicians, I suggest that some 
systematic research among potential customers be made 
by a mixed group of firm executives and employees. 
Such an.investigation may be only superficial, lack the 
unbiased management of an outside agency, and be 
limited in scope, but it would be definitely a step in the 
right direction. 

I feel that no advertising campaign for this Fall 
should be launched until it has been pre-tested among 
your prospective customers to determine consumer ac- 
ceptance of your advertising theme and those media 
which will give you best results for your dollar spent. 





WILLIAM H. MULLGARDT 


[CONTINUED FROM PAGE 68] 


that the one, two or three pair shoe wardrobe is out- 
moded, that the complete, modern shoe wardrobe calls 
for one, two or three pairs in each of two or three types. 

Extra pair sales is the only possible answer to the 
problem of selling the 600,000,000 pair production, 
which some authorities predict. The “Shoe for Every 
Occasion” idea seems by far the most practical way to 
achieve extra pair sales. 


St. Louis Sales Up 77 Per Cent 


Sr. Louis, Mo.—Department store sales of footwear 
in St. Louis in May gained 77 per cent over those of 
May, 1945, it was disclosed in a report of the Eighth 
District Federal Reserve Bank. At the same time shoe 
stocks averaged 16 per cent lower. 

Sales of men’s and boys’ footwear showed the greatest 
increase—114 per cent—while women’s were up 58 per 
cent and children’s 23 per cent. In women’s and chil- 
dren’s shoes the net inventory loss was 6 per cent and in 
men’s and boys’, 27 per cent. 
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Australian Shoe Man 
Visits American Plant 


PHILADELPHIA—During his current 
tour of this country to inspect Ameri- 
ean factories and production condi- 
tions, Joseph Goldberg, governing di- 





Joseph Goldberg, right, governing di- 
rector of Goldberg Footwear Agencies, 
Ltd., Sydney, Australia, ls welcomed by 
Henry Lembrecht, president of Dixon- 
Bartlett Company, in the showroom of 
the firm's Philadelphia sales office. Dur- 
ing this visit, Mr. Goldberg selected sev- 
eral Hill and Dale models to be pro- 
duced in his Australian pliant. 


rector of Goldberg Footwear Agencies, 
Ltd., Sydney, Australia, visited the 
Philadelphia sales offices of Dixon- 
Bartlett Company, manufacturers of 
Hill and Dale walking shoes for 
women. 

Mr. Goldberg revealed that, in the 
past, Australian women have been 
particularly subject to foot troubles 
and that this was due in great mea- 
sure to the fact that they have been 
wearing shoes in standard widths in- 
stead of graduated fittings and correct 
heel to ball measurements. 

To expedite the distribution of Hill 
and Dale shoes in Australia, Mr. Gold- 
berg completed arrangements for their 
manufacture in his Australian fac- 
tory, recently converted from the 
manufacture of footwear for the 
American Armed Fortes. 





Father and Sons Represent 
Three Companies 

New Yorx.—Clifford H. Kimless, son 
of Barney B. Kimless of the Carmo 


Shoe Manufacturing Co., was invited 
t attend a dinner of Zeta Beta Tau 


July 15, 1946 





Mens of the Salesmtht and Syyoleers 


men of the metropolitan area at the been with the Army Air Forces. Prior 
Harmonie Club in New York. At that to that time he spent 15 years in re- 


time, he was the recipient of the New 
York State Conspicuous Service Cross 
for action seen in the Pacific theater. 
The award was presented by Gov. 
Dewey’s representative, Sen. Fiennberg. 

Mr. Kimless was formerly with the 
20th Bomber Command in the capacity 
of lead bombardier of his B-29 Group. 
He is the holder of the Distinguished 
Flying Cross with a cluster, Air Medal 
with three clusters, Navy commenda- 
tion, Presidential unit citation, and 
four battle stars on his campaign rib- 
bon. 

At present Mr. Kimless is the eastern 
representative for Thomasetti Shoes, 
Inc., located in Sedalia, Mo. His 
brother, Hilton, formerly of General 
MacArthur’s headquarters, is the rep- 
resentative of Cobblers of California. 

The entire Kimless shoe clan, father 
and two sons, can be found on the sixth 
floor of the Marbridge building. 





New Representatives at Selby 

PorTSMOUTH, OHIO — Changes and 
additions in the staff of the Selby Shoe 
Company have been announced here re- 
cently. 





W. 0. McCRACKEN 


Wendell O. McCracken has joined the 
firm as manager of the Physical Cul- 
ture Division, under co-sales managers 
M. H. Stevens and W. F. Hooley. Mr. 
McCracken for many years merchan- 
dised retail operations in Los Angeles 
and has been associated with the 
Tweedie Manufacturing Company. 

C. W. Ritter, formerly with G. E. 
Smith, has joined the Selby staff and 
will represent the Styl-eez division in 
Ohio, Virginia and West Virginia. 
For the past four years Mr. Ritter has 


tailing and wholesaling shoes. 
Additional appointments are Henry 
Brachman, formerly with Boyd Welsh 





Cc. W. RITTER 


and lately discharged from the Navy, 
who will have Arch Preservers in the 
Southwest; and J. L. McNair, Jr., who, 
after five years in the Navy, is in train- 
ing for an executive position in the 
Brazilian factory. During the coming 
season Mr. McNair will handle Physi- 
cal Culture Shoes in the New York 
territory. 





E. J. W. Fink Retires 
As Ball-Band President 


MISHAWAKA, Inp.—E. J. W. Fink 
has retired as president and general 
manager of the Mishawaka Rubber & 
Woolen Manufacturing Company, man- 
ufacturers of Ball-Band footwear prod- 
ucts. George W. Blair, who has been 
vice-president since 1930, succeeds him. 

Mr. Fink joined the firm in 1897 as 
office boy. Then the company had about 
200 employes in the factory and five in 
the office. Now there are about 6,000 
in the factory. 

Eight years after he went to work, 
Mr. Fink became office manager and in 
1908 he was appointed sales manager. 
In 1915 he became assistant general 
manager and in 1921 was named gen- 
eral manager. At the retirement of 
the late E. A. Saunders in 1930, Mr. 

. Fink became president and general 
manager. In 1941 the company was 
producing 1,200 items in its Ball-Band 
line. Almost all of its output was 
directed for the war effort. 

The new president, George W. Blair, 
is also président of the First National 
Bank of Mishawaka. 
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Named Sales Manager 
For Barrett Shoe 





Gilbert F. Jonas, who was recently 
named sales manager and stylist of wo- 
men's lines of Barrett Shoe Company, 
a division of General Shoe Corporation 
in Frankfort, Ky. His most prior 





effiliation with Boyd-Welsh where he 
held a n similar to his present 
one. s assumed his new duties 
July Ty: : 





Army Awards Contracts 
For Footwear 


Boston, Mass.—Covering its needs 
at this time not only for the last half 
of this year but for 1947 as well, con- 
tracts to make 2,560,000 pairs of tan 
oxfords have been awarded by the Bos- 
ton Quartermaster Depot to the fol- 
lowing producers: 

Federal Prison Industries, 865,000 
pairs; Hubbard Shoe Co., 460,000; 
Shelby Shoe Co., 305,000; Doyle Shoe 
Co., 228,000; G. P. Crafts Co., 216,000; 
Belleville Shoe Mfg. Co., 174,000; In- 
ternational Shoe Co., 124,500; Endi- 
cott-Johnson Corporation, 94,000; John 
A. Frye Shoe Co., 93,500; Gardiner 
Shoe Co., 48,000; and General Shoe 
Corporation, 24,000. 

The International Shoe Co., in addi- 
tion to the above award, has been given 
the contract to make 72,000 pairs of 
legging-top boots. 

Other contracts call for the manu- 
facture of 2,476,000 pairs of 48-inch 
shoe laces; and 4,118,000 pairs of 
shorter ones for use in the oxford 


types. 


U. S. Rubber Company to 
Expand Operations in Indiana 


New York—The United States Rub- 
ber Company has announced the sign- 
ing of a three-year lease, with option 
to buy, on two factory buildings in 
Washington, Ind. The two buildings, 
with 90,000 square feet of manufactur- 
ing area, will be used for the produc- 
tion of waterproof clothing and in full 


operation will employ approximately 
750 people. 

The rubber company expects to start 
production in one plant on July 29, 
with 160 men and women. Production 
will be increased to a two-shift opera- 
tion with 300 people as quickly as ma- 
terials are available. 

Operations in the second plant are 
expected to start about Oct. 1. This 
plant in full operation will employ 
about 450 people, according to the rub- 
ber company. 


Royal Footwear Moves 
To Brooklyn 


New YorK—A new factory, occupy- 
ing two floors at 800 Union Street, 
Brooklyn, will be opened by Royal 
Footwear on about July 15, following 
the two weeks’ vacation period, accord- 
ing to Max Horowitz, head of the com- 
pany. 

The move from the old address at 
54 Bleecker Street in Manhattan will 
be made during this period. Floor 
space totaling 10,000 square feet on 
each of the two floors will enable the 
factory to double or more than double 
its capacity. The same type and grade 
of shoe will be made as in the old fac- 
tory.. The firm produces “Dale Creigh- 
ton Originals.” 





Rents Showroom 
On the Beach 


Miami BeacH, Fia.—Sam Price, 
who represents the Midland Shoe Cor- 
poration here, has found a way to de- 
feat the business slowdown which 
comes during the Summer months. He 
has rented a showroom in the form of 
a cabana on the beach to which he in- 
vites prospective customers and their 
families. Contrary to rules, business 
and pleasure are mixed and a pleasant 
day is enjoyed by all. 

Mr. Price was rationing officer for 
the State of Florida. Prior to that he 
was the owner of several stores in the 
New York area. 





Firm Consolidates Operations 


On West. Coast 


Los ANGELES, CAL.—The William 
Asher Shoe Company has discontinued 
operations in their Eastern office and 
warehouse, Paterson, N. J., and have 
consolidated to cover the west coast 
area only. 

William Asher and David L. Hubert, 
who have been in charge of the Eastern 
office, have joined Sidney and Harvey 
Asher who have been in charge of the 
west coast office. The firm’s warehouse 
is located in Los Angeles and an office 
is maintained in the Haas Building. 





Newly Formed Company 
Features Athletic Footwear 


New YorkK—The Marathon Sporting 
Shoe Company, 116 Duane Street, has 






recently been formed by Dave Weiner, 
who resigned as vice-president of the 
Arnoff Shoe Company after an affilia- 
tion of ten years. 

Despite leather shortages Mr. Weiner 
reports the company has accumulated 
in a short time a complete line of 
athletic footwear. The firm features 
boots, basketball, bowling and tennis 
shoes, moccasins, casuals, slippers, ice 
skates, and riding boots. 

Mr. Weiner is president of the firm. 





Goodrich Representative 
In New Office 


New York — Benjamin Goodson, 
sales representative for the shoe prod- 
ucts. sales. department of The B. F. 
Goodrich Company, new has his offices 
at 19 Rector Street, new headquarters 
of the company’s industrial* products 
sales division. 





United Last Transfers 
E. G, Kartman 


MrWavuKez, Wis.—Emmet G. Katt- 
man, who has been in the United Last 
style studio, Boston, Mass., is»fiow lo- 





E. G. KARTMAN 


cated in the Krentler Brothers Com- 
pany branch of United Last, Mil- 
waukee. 

He has had varied experience in shoe 
styling and last making. In his new 
location Mr. Kartman will serve as 
designer and salesman of men’s and 
boy’s lasts and as assistant to E. J. Tri- 
hey, manager. 

Both Mr: and Mrs. Kartman attended 
the University of Wisconsin and have 
many friends in the Milwaukee district. 

The transfer was effective July 1. 





Named Sales Manager 
For Ropeez 


New York—Ropeez, Inc., have an- 
nounced the appointment of Charles 
LoPresti as general sales manager. 
Mr. LoPresti was formerly in charge 
of sales and sales promotion for 
LoPresti, Inc., New York, one of the 
oldest firms in the United States mak- 
ing high-grade footwear. 
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IMMEDIATE 
DELIVERY 


ARNOFF SHOE CO. 





. « « WATERPROOF LEATHER UPPERS 
. . « GOODYEAR WELT CONSTRUCTION 
. . - ALL WEATHER CORD SOLES 
. «+» GOODYEAR RUBBER HEELS 


Also available in Brown Elk Upper 
No. 3960 — JUMPER BOOT — $5.65 Pair 
QUANTITIES ARE LIMITED 
PLACE YOUR ORDER NOW!!! 


101 DUANE STREET 
NEW YORK 7, N. Y. 
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WEIGERT - DAGEN SHOE C0. 


503 NO. 1! 2th ST. 








Packed 6/10 and 11/2 


Delivery 8 weeks 
after order 


ST. LOUIS, MO. 








Canadian Company Acquires 
Nine Buildings 

St. HYAcINTHE, Qup—The J. A. & 
M. Cote Company, shoe makers, has 
acquired from War Assets Corporation, 
nine of the buildings of the Royal 
Canadian Navy establishment here. The 
company, located in this city and one 
of the largest shoe making concerns in 
Canada, has also acquired the site 
where the buildings are located. 

Eugene Cote, president of the com- 
pany, declared that the firm will oc- 
cupy some of the buildings right away. 
The company, in order to meet increas- 
ed demand during the war, opened a 
second factory in the city of St. Hya- 
cinthe, but has since had to vacate. The 
new buildings will permit continuation 
of operations and also supply work to 
some one hundred men. It is the in- 
tention of the company to expand its 
operations, 


New Branch Office 
For Leather Company 


Boston, Mass.—The Kistler Leather 
Company, makers of sole leather for 
men’s shoes, are now operating their 
Western service department from 744 
ag 4th Street, Milwaukee, Wiscon- 

n, 





F. A. Shackelford will continue in 
charge, focusing his attention on the 
heeds of the manufacturing trade. 
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Shoe Factory Sponsors 
Party for Service Men 


ROCHESTER, N. H.—At an ex-service 
men’s welcome home party staged here 
by the Eagle Shoe Workers, an inde- 





Named a Vice-President 
By Rice-O’Neill 





ST. LOUIS, MO.—Paul Roberts who 
joined the sales staff of Rice-O'Neill 
Shoe Company some yeor and a half 
ago recently was elected vice-president 
in charge of sales of that company. 

Mr. Roberts’ shoe background covers 
many years in the capacity of buyer at 
such stores as Burdine's, Miami, Fia., and 
Miller-Rhodes, Richmond, Va. 


pendent union of employees of the 
Rochester plant of the Hubbard Shoe 
Co., Samuel J. Katz, owner of the com- 
pany, presented a pair of shoes to each 
World War II veteran in his employ. 

More than 200 persons attended the 
event, which included entertainment 
and dancing. 

Russell Fisher, former president of 
the Eagle Shoe Workers, was general 
chairman of the committee, assisted 
by Joseph Drapeau, present president; 
Harry Lavoie, vice-president; Marga- 
ret Pacquette, secretary; Viola Jacques, 
treasurer, and Claudia Dubois. 





Awarded Medal for 


War Service 


MANCHESTER, N. H.— Francis P. 
Murphy, former Governor of New 
Hampshire and vice-president of the 
J. F. McElwain Co., shoe manufac- 
turers of Manchester and Nashua, has 
been awarded the’ Selective Service 
medal for serving as administrator of 
selective training and service in New 
Hampshire “without compensation and 
rendering exceptionally patriotic ser- 
vices to the government.” : 

Brig. Gen. Charles F. Bowen mdde 
the presentation in behalf of President 
Truman in Mr. Murphy’s office at radio 
station WMUR in this city, which he 
owns. 
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WOMEN’S RED 
MOCCASINS 


sizes immediate Delivery 
ALSO IN 
WOMEN'S BLACK 
SMOOTH RETAN 
SIZES 3-8 
ALSO 
BROWN STROLLER 
GRAIN SPLIT 


Men's 6-11, Bos’ 1-6, Women’s 4- 
BLACK—BOYS ONLY 1-6 


$2.25 26%. rite. 


MINIMUM ORDER 18 & 36 prs. 


@ 4 EYELET e REINFORCED PLUG 
@ ORTHOPEDIC SOLE 


KRISCHER-KLINE SHOES 
34 No. 4th St. Phila. 6, Pa. 
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Hexco LUCIT 
ROUND PEDESTALS 
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FOR MAXIMUM 
SHOE DISPLAY ALLURE! 
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HECHT FIXTURE CO. 
Since 1892 


212 Se. FRANKLIN STREET + CHICAGO 6, HLL. 
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Named Superintendent 
Of Slipper Firm 


Trenton, Ill.—Allen Finke, recently 
named superintendent of the new Mono- 
gram Slipper Co. plant, now under con- 
struction here. Mr. Finke joined the com- 
pany ia April after having served with 
the Marine Air Corps. He is the son of 
Jack Finke, for many years superinten- 
dent of the company. 





Baseball Is His 
Heart and “Sole” 


Cuicago, ILL.—Chicago sports col- 
umnist Harry Sheer insists that J. M. 
(Botts) Crowley, MacGregor - Gold- 
smith, Inc., “costumer by appointment” 
has his “heart and sole in baseball.” 

Mr. Crowley, an executive with the 
Cincinnati sports equipment firm that 
outfits many major league baseball 
clubs was given an accolade by the 
columnist when he wrote that “Crow- 
ley is almost as important to the base- 
ball success of the Di Maggios, the 
Cavarettas and the Williamses as Joe, 
Phil and Ted themselves.” 

The writer, citing that Crowley’s 
“forte is shoes” for major league and 
professional baseball players, wrote in 
part: “Crowley claims that properly- 
made and fitted spiked shoes (at $16 a 
crack) are vital to a baseball player’s 
success. Most of the stars are really 
finicky about their shoes, and a pair 
which doesn’t fit prevents an infielder, 
for example, from getting the jump 
on a ball.” 

Mr. Crowley pointed to Bill Werber, 
former Yankee, Athletics, Red Sox, 
Reds, and Giants third baseman, as the 
most prolific shoe-buyer in recent base- 
ball history. “Werber used to buy as 
many as 10 pairs a year,” Mr. Crowley 
recalled, “and he was exceptionally 
particular to have his shoes fit snugly. 
The minute they started to give, he 
ordered a new pair.” 

The writer adverted to Crowley’s 
observations that “you just don’t con- 
struct baseball shoes out of any leath- 
er on hand. The demand is for those 
made of kangaroo hides imported from 
Australia. That’s because baseball play- 


-David Bernbaum, 


ers don’t flounder in kangaroo hide 
shoes. The fibers are interwoven and 
they don’t have the stretch of horse 
hide, cowhide, sheepskin or any other 
animal hide.” 


Construction Begins on 
New Boot Factory 


WIcHITA FAaLis, TeEx.—The Rodeo 
Boot Company has announced that con. 
struction is under way, here, on their 
factory devoted exclusively to the man- 
ufacturing of cowboy boots. The Dallas 
business men who head the company in- 
clude Bernard Bernbaum, president; 
William Fraser, second vice-president; 
Nathan Finkelstein, treasurer; and 
chairman of the 
board. Harry Whitman of Wichita 
Falis is first vice-president and general 
manager. 

The one-story building will be of 
brick, enforced steel and concrete con- 
struction. It will be a modern daylight 
factory, built to conform to a design in 
which the operation will proceed accord- 
ing to a straight-line plan. All raw 
materials received by truck and freight 
lines will be unloaded from one side of 
the building and will be passed from 
one production center to another until 
finished. All completed products will 
then be ready for shipment from the 
opposite side of the building. 

In the operation of the factory, spe 
cial facilities have been planned for 
the training and employment of war 
veterans. The company has the co- 
operation of the U. S. Employment Ser- 
vice in this matter. 


April Canadian Production 
Down from March 


MONTREAL, Que. — Production of 
leather footwear in Canada during 
April was recorded at 3,678,000 pairs 
as compared wth 4,020,000 in the pre- 
ceding month and 3,275,000 in the cor- 
responding month of last year, accord- 
ing to the Dominion Bureau of Statis- 
tics. During the first four months of 
the current year, 14,795,000 pairs were 
produced as compared with 12,000,622 
in the similar period of 1945. Of this 
year’s April total, 711,000 pairs were 
soled with materials other than leather. 


Shoe Company Resumes 
Annual Picnic 


CoLuMsBus, OHIO— Returning to 4 
pre-war custom, all employees of the 
Walker T. Dickerson Co., here, held an 
annual family picnic last month. The 
practice was discontinued during the 
war. 

The Dickerson factory was closed 
down from June 27 until July 8, to give 
employees a vacation of five days in 
the first week of July. The picnic holi- 
day was in addition to this vacation. 
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“VALENTINA™ 


$1.90 


Mexican Moccasin 
¢ Pretty 
© Light 
* Cushioned-lined 


Red pig leather with 
blue weaving. 

Pig lining, tan color. 
Natural color, pig 
sole, attached to up- 
per by attachment 
of the same material. 


LUCAS LIZAUR 
Bolivar, 27 — Mexico, D.F. 

















Shoe Firm Declares Dividend 


CINCINNATI, OH10—Directors of the 
Julian & Kokenge Company, shoe man- 
ufacturers with general offices and fac- 
tory in Columbus, Qhio, notified the 
Cincinnati Stock Exchange, June 4, of 
declaration of a dividend of 75 cents 
per share on common capital stock, 
payable June 24 to holders of record 
June 12. A distribution of 50 cents 
per share was made January 15. 


Factories Close to Give 
Employees Vacations 


RocHEsTer, N. H. — The Maybury 
Shoe Co. plant and both factories of 
the Hubbard Shoe Co. were closed dur- 
ing the first week of July to give em- 
ployees a vacation, according to an an- 
nouncement by William J. Warren, sec- 
retary of the Rochester Chamber of 
Commerce. 


New Canadian Shoe Factory 


LONDON, ONTARIO—The Wolcott Shoe 
Co. has purchased property here and 
Plans are underway to erect a shoe fac- 
tory on the site. The new concern 
will employ 30 men at the outset and 
increase its staff to 80 within a year. 
It will manufacture children’s shoes 
under a United States patent. 


duly 15, 1946 


Feted on Retirement 


MonTREAL — A fraternal spirit pre- 
vailed in the ballroom of the Mount 
Royal Hotel last month when J. W. 
Hanson, of the United Shoe Machinery 
Company of Canada, Limited, retired 
from his position after 50 years of ser- 
vice with the company and on the occa- 
sion of his 50th wedding anniversary. 

More than 300 officials of the local 
shoe manufacturing business, repre- 
sentatives of shoe manufacturing con- 
cerns across the border and employees 
of Montreal firms gathered to offer a 
tribute to Mr. Hanson. 

The event was featured by the pres- 
entation of a purse of gold to Mr. Han- 
son and an alligator leather purse to 
his wife. 

During the course of the banquet 
tributes were paid to Mr. Hanson by 
Louis D’Aoust, administrator of foot- 
wear, Wartime Prices and Trade 
Board; G. G. Hodges, administrator of 
fine footwear, Wartime Prices and 
Trade Board, and J. A. Boivin, presi- 
dent of the Shoe Manufacturers’ As- 
sociation of Canada. 


Shoe Firms Join NSMA 


New YorkK—Twenty-one shoe manu- 
facturers have recently joined the Na- 
tional Shoe Manufacturers Association, 
according to an announcement by that 
group. 

New members from the local area 
are: Julius Altschul, Inc., Interna- 
tional Footwear Company, and Good- 
Will Slipper, Inc., of Brooklyn, N. Y.; 
the Dianafix Corporation, the Empire 
Shoe Mfg. Co., and the Atlantic Shoe 
Corporation, of New York, N, Y.; and 
Cindarella Footwear, Long Beach, L. LI. 

From Manchester, N. H., are the 
Louis H. Salvage Shoe Co.; the Salvage 
& Malloy Shoe Co., and the Foot De- 
light Shoe Company. 

Other new members are the Hermal 
Shoe Co., Everett, Mass.; Nunn-Bush 
Shoe Co., Milwaukee, Wis.; Edward 
Roberts, Inc., Haverhill, Mass.; B-G 
Shoe Co., Lititz, Pa.; Hubler Shoes, 
Inc., Auburn, Pa.; Real Fur Dog Nov- 
elty Co., Egypt, Pa.; Fein & Glass, 
Reading, Pa.; Merrimack Shoe Mfg. 
Co., Lowell, Mass.; Foot Pleasure Shoe 
Co., Rosebud, Mo.; Studio Shoes of Cal- 
ifornia, Los Angeles, Cal.; and Luc- 
chese Boot Co., San Antonio, Texas. 


New England Company Moves 


CAMBRIDGE, Mass.—The Halroy Shoe 
Company has assumed a new location 
at 3885 Purnam Avenue, here. The 
move was completed from June 28 
through July 7, during which time the 
factory was closed. 


Shoe Firm Chartered 


Daas, TeEx.—The Emmett-Mahaney 
Shoe Company, Inc., has been charter- 
ed here with a capital stock of $75,- 


000. 
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prays snug-fitting regular 
or backless styles of fine, soft 
cotton, with elastic tops. Individ- 
ually wrapped in sales-stimulating 
envelopes. Color: Beige. In Wo- 
men's & Misses’ sizes 8!/, to 10!/>. 
Packed one dozen of a size to the 
box . . . Prompt delivery. 
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$1:85 Dozen (Net 30 days! 


FRIEDMAN coscny cone 


319 Fifth Avenue, Now York City 16 























SLIPPERS 











HOL 
of iat 
ANsen “ 


Made in California 








¥ ¢ 4 
JANSEN SHOE CO. 
Manufacturers 
7408 MELROSE 
HOLLYWOOD 46. CALIFORNIA 

















MOCCASINS 








The “IRIQUOIS” Children's 
All-Leather Moccasin 
Sturdy Full Brown Rubber Soles 


$1.80 





Full Sizes 9 to 2 
Immediate Delivery 


ARNOFF SHOE CO.,INC., 101 Du 








X-RAY SHOE FITTERS 








PRIMEX...-. 


most imitated shoe fitter. 
Our circular tells you why 
e- 0 .»e nee ba ae 


PRIMEX EQUIPMENT CO. 
135 Se. LaSalle St., Chicego 3, Ill. 























In Charge of Sales at Prima 


CoLumBus, On10—Harold S. Elliott 
has joined Prima, Inc., as vice-president 
in charge of sales. For 17 years he 
was associated with the Schiff Com- 
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iin a ae 


HAROLD S. ELLIOTT 


pany, first as assistant to Albert 
Schiff, general merchandise manager, 
and later as buyer of all women’s and 
growing girls’ staple shoes. 

Mr. Elliott has enlarged the sales 
staff to give Prima nation wide cover- 
age. An extensive advertising cam- 
paign is being planned to appear in 
various trade and fashion magazines 
to cover Fall promotions. 

For a number of years the company 
has been producing a line of theatrical 
footwear. With the current popular 
demand for ballet-type shoes, produc- 
tion facilities have been greatly in- 
creased. 


A Good Sport 


Needs Good Sport Shoes 


MILWAUKEE, Wis.—Sport shoes spe- 
cifically designed to help athletes win 
are the main product of the Wisconsin 
Shoe Company, 911 N. Market Street, 
here, and they are the main reason for 
this company’s growth. Specially de- 
signed track and game shoes which 
strengthen and reinforce foot muscles 
where strain is most apt to be felt have 
built this company up into the only 
firm of its kind in the country. They 
make athletic activity shoes only—and 
all because of the interest the two pres- 
ent owners, Chester and Emory Kraut- 
hoefer, took in athletics. 

These two men have been sport fans 
since boyhood; and their father, Wil- 
liam J. Krauthoefer, and their grand- 
father, Matthias Krauthoefer, took an 
active part in all gymnastic events in 
then fast-growing Milwaukee. 

Matthias, their grandfather, was one 
of the earliest bootmakers in Milwau- 
kee; and from him Chester and Emory 
learned their appreciation of good mate- 
rial and fine shoe craftsmanship. They 
always remembered the older man’s in- 
sistence on making shoes pliable and 





comfortable to serve the wearer’s pur- 
pose, 

When, at 18, Chester went into the 
shoe business with his father, he de- 
cided to concentrate on improving sport 
shoes. At that time the company was 
making baby shoes, but Chester per- 
suaded his father to switch over to 
athletic shoes. 


Through personal experience and ob- 
servation Chester knew what was need- 
ed to improve athletic shoes. But he 
was too conscientious to go by his per- 
sonal reactions alone; so he began a 
thorough study of the demands each 
type of sport made on the human foot. 
Then he incorporated construction ideas 
into the shoes which helped the foot 
give a better performance. Thus, the 
Wisconsin Shoe Company was the first 
to put spikes and cleats where they 
properly belonged—under the metarsal 
bones of the foot, thereby giving the 
runner a faster takeoff. Bits of metal, 
correctly placed, added stronger pro- 
pulsion to a runner’s stride, and gave 
him better balance. 

These new athletic shoes caught on 
immediately. Ralph Metcalfe, the 
sprint champion from Marquette Uni- 
versity, ran to new records in the com- 
pany’s track shoes. So, too, did Glenn 
Cunningham, the famous miler from 
Kansas. 

When the war came, the company 
turned out thousands of pairs of shoes 
for G.I. physical training fields. The 
two owners of the forty-year-old firm 
believe that the present huge demand 
for their athletic shoes is due to the 
interest service veterans developed to- 
ward sports while in the Armed Forces. 





Natural Rubber Production 
50 Per Cent of Capacity 


New York—Under the operation of 
the Malayan Rubber Estates Owners’ 
Company, natural rubber production on 
United States Rubber Company planta- 
tions in Malaya will approach 50 per 
cent capacity by the end of 1946. This 
fact was revealed by Wallace E. Cake, 
assistant director of the company’s 
plantation division, before a meeting of 
the New York Rubber Group, American 
Chemical Society, held recently. 

“Actual production on company plan- 
tations in Malaya,” Mr. Cake said, 
“reached 411,982 pounds during the 
first quarter of 1946. Quarterly produc- 
tion is expected to rise to 2,930,000 
pounds during the fourth quarter of the 
year. Estimated total output for the 
year is 8,400,000 pounds.” 

Before the war, the company oper- 
ated 102,000 acres in Malaya and Su- 
matra with a capacity of 75,000,000 
pounds of natural rubber yearly. Of 
this total, the company’s Malayan e® 
tates comprised 28,770 acres and pro- 
duced 24,000,000 pounds of rubber an- 
nually. Political conditions in Sumatra 
are such that no rubber production is 
taking place there. 
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SANDALS 














[ “OUTDOR-EES" 
Flexible California Process 
BLACK SUEDE 


$3.25 


a pair 
2% 10 Days Net 30 
FOB Chicago 










ALL OVER BLACK SUEDE UPPER 
With Suede Covered Platform—Lecther 
Sole. Sizes: 4 to 9%, (half sizes) M width. 
Packed 346 pairs to case, sizes. 
Minimum Order 18 pairs (half case). 
Immediate Delivery 


Distributors of Casuals—Sport Shoes—Slippers 
19-21-23 So. Wells St., Chicago 6, Ill. 
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WORK SHOES 














Men's Steel Toe Safety Shoes 
Men's Popular Priced Work Shoes 


Union Made 


GOODWILL SHOE COMPANY 
Holliston, Massachusetts 

















Factory Experiments 
With Felt Shoes 


MoNTREAL.—The Saskatchewan gov- 
ernment’s shoe factory in Regina has 
Tecently manufactured 1000 pairs of 
felt shoes as an experiment, in addi- 
tion to the leather boots it is steadily 
producing. J. L. Phelps, natural re- 
sources minister, has announced. The 
plant, which started operations last 
August, is using primarily Saskatche- 
wan leather for shoes. Much of this 
comes from hides of horses processed 
at the Swift Current horse meat plant, 
said Mr. Phelps. 


July 15, 1946 





Swiss Shoe Executive 
Visits Here 

BROCKTON, MAss.—Walter Kamber 
and his son, representing Bally’s Shoe 
Factories, Ltd., of Schoenenwerd, 
Switzerland, were entertained at the 
W. L. Douglas Shoe Co. in this city 
while on a tour studying shoe produc- 
tion. One of the chief objects of their 
visit was to see how American shoe 
factories are meeting the handicaps of 
labor and materials shortages. Mr. 
Kamber said shortages were much more 
serious in Europe than in this country 
and said that at least one-third of their 
daily production includes substitute 
materials. Skilled craftsmen are simi- 
larly scarce. Bally’s employs 4,000 per- 
sons living in some 200 towns and 
villages. Their output is about 8500 
pairs of shoes daily. 





Historic Flag Made 
By Shoe Workers 


Rocuester, N. Y.—An American 
flag with 35 stars, which was made by 
women employees of Pancoast, Sage & 
Morse Shoe Co., shoe manufacturers, 
during the stirring times preceding the 
Civil War, is now among the permanent 
exhibits of Rochester Museum of Arts 
and Sciences. 

The historic emblem, which was pre- 
sented to the museum by Miss Mary P. 
Morse of Granger Place, a descendant 
of one of the founders of the shoe fac- 
tory, which was then located in State 
Street, had a place of honor among the 
flags in front of the museum on Flag 
Day. 





Pay Bonus in Silver Dollars 


ScHENECTADY, N. Y.—A_ hundred 
thousand “cartwheels” recently rolled 
into three Herkimer county villages, 
after a shoe company and its affiliates 
paid bonuses to employees in silver. 

The Eastern Footwear Corporation 
and its affiliates, the Dainty Maid Slip- 
per Company, and the Dolgeville Heel 
Corporation, paid bonuses to 564 em- 
ployees in plants in Dolgeville, Herki- 
mer and Newport, equivalent to 10 per 
cent of 1945 salaries. 

The shipment of silver, which the 
railway express company official said 
filled 90 bags and weighed 6,000 pounds, 
came from the Federal Reserve Bank in 
New York City by express to Little 
Falls, N. Y., and was transported to 
Dolgeville with a state police escort. 





To Make Two Types 
Of Women’s Shoes 


BRocKTON, Mass.—Lissak & Co., 
which has been in process of formation 
for some time, has started production 
at its factory, 53 Spark Street, this 
city. Production is confined to two 


_ types of women’s shoes, a sandal and a 
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MEN'S SHOES 
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PRICE TICKETS 





ll tell el 


PRICE TICKETS bring sales! 


Many Colors—109 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT’S SERVICE DEPT. C 
BOOT AND SHOE RECORDER 


209 So. STATE ST. CHICAGO 4 
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ghillie. The company now employs 45 
workers and plans to hire close to 125 
in the future. According to Nathan 
Lissak, owner, production is limited at 
present to the amount of materials ob- 
tainable, the chief shortage being in 
leather. 


New England Firm 
Begins Operation 


SOMERSWORTH, N. H.—The new shoe 
manufacturing firm of Miller-Connors, 
Inc., started operations June 3 in the 
No. 4 building of the Collea Corp., 
which has been remodelled and equip- 
ped with modern machinery. 

The officers of the new corporation, 
which is controlled by interests asso- 
ciated with Miller-Hermer, Inc., in 
nearby Dover, are Joseph N. Connors, 
presid:~:t; Joseph Miller, treasurer, 
and Herbert D. Wensley, secretary. 




























To Construct Addition 


To Insole Factory 


MANCHESTER, N. H.—The Brown Co. 
of Berlin will construct a $28,000 addi- 
tion to its artificial leather insoles 
plant in that city, under approval 
granted by the local CPA office. 



















Classified and Nut Ads 











SALESMEN WANTED 





SALESMEN WANTED 








TRAVELING 
SALESMEN 


Well known Manufacturer of 
Ladies’ Casuals and Semi-Dress 
Shoes has openings for various ter- 
ritories. Write in confidence out- 
lining your experience and quali- 
fications. 


Address 148, care BOOT & SHOE or 
100 East 42nd Street, New York 17, N. Y. 











MANX ‘ACTURER OF QUALITY SHOE 
POLISH LINE seeks 
salesmen 





SALESMEN WANTED 


to carry Side Line of High Grade 
Leather Casuals, Evening Slippers, 
Sandals and House Slippers for 
Men, Ladies and Children. Fol- 
lowing territories: 


Montana South Dakota 
Idaho Louisiana 
Nevada Mississippi 
Arizona Georgia 
Wyoming S. Carolina 


Colorado New England 


State references, age, past expe- 
rience and present line carried. 


Address 147, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York, N. Y. 











SALESMAN WANTED TO COVER MIS- 


SISSIPPI, LOUISIANA AND TEXAS for 
wou and 


factory W Slippers. Ad- 
dress $135, care Boot & Recorder, 100 
East 4 2nd Street, New York 17, N. Y. 


S IDE LINE AGENTS WANTED: Shoe Or- 

naments to retailers, chain stores and whole- 
salers. California, Chicago, Dallas. Address 
Box #120, care Boot and Shoe Recorder, 1221 
Locust Street, St. Louis, Mo. 








Experienced Traveling 
Salesmen Wanted 


We are Distributors with direct 
Factory interests; our big _~ will 
give Lard pry repeat business 
12 month of the year. We sell 
Men's aoe Slippers, Women's 
and Children's Fancy and Staple 
Slippers, Women's and Children's 
Dress and Casual Shoes, plus a full 
line of Rubber and Tennis Foot- 
wear. We are accepting applica- 
tions from good men (no ers), 
who want to work, in all terri- 
tories. Must have established trade 
among the better retailers and De- 

rtment Stores, for our Lines 
hove merit. Distributors of the 
nationally advertised Line of 
"HOBBY NOBBIES" on a fran- 
chise basis. Replies treated confi- 
dentially. Write: Mr. S. M. LeVine, 


THE MAY COMPANY, Inc. 


200 Church Street, New York 13, New Yerk 











ALESMAN WITH RETAIL SHOE FOL- 

LOWING to sell Women’s Slippers, Sport 
Shoes and Playshoes in Tennessee, Kentucky 
and Virginia territory. Address #136, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 


SALESMEN 


25-35 YEARS OF AGE 
Travel for one of the leading Rubber 
Footwear Manufacturers expanding its 
Line and its Sales Force. High quality 
Line backed with a powerful advertising 
and Sales Promotion Program. Write in 
confidence outlining your experience and 
qualifications. Retail sales experience 
helpful but not essential, as you will 
have the benefit of thorough training in 
every phase of the job. Write Sales Per- 
sonnel Manager 


Bex #165, BOOT AND SHOE RECORDER 
100 East 42nd Street, New York 17, New York 














ego WANTED, on Commission basis, 

Manufacturer of Women’s Sport Shoes, 
Plarcbors and Slippers to cover Missouri and 
Arkansas. Address #134, care Boot & Shoe 
oe 100 East 42nd Street, New York 17, 


SALESMEN WANTED | 


SALESMEN WANTED WITH GOOD Ex. 
PERIENCE AND REFERENCES on Soft 
o> Slippers, also California Process Slippers 
and Playshoes. Established concern; Production 
over $500,000. Address #139, care Boot & 
Shoe, a 2 100 East 42nd Street, New 








SIDELINE SALESMAN to carry Line of 
Popular Priced Ladies’ Indoor Slippers, to 
cover Southwest. Commission basis. Ad : 
Box # 164, Boot and Shoe Recorder, 122) 
Locust Street, St. Louis 3, Mo. 


EXPERIENCED MEN SELLING MEDIUM 
PRICED Women’s Dress, Sport, Arch and 
Play Type Shoes for all territories. A wonder. 
ful opportunity to make money. Give full in. 
formation with application. Address Box #161, 
care Boot and Shoe Recorder, 1221 

Street, St. Louis 3, Mo. 


SHOE SALESMAN WANTED to represent 
responsible manufacturer in all principal shoe 
centers; must be money makers. We produce 
Men’s Leather Loafers, Slippers and Sandals, 
Lockstitched. We also produce Children’s all 
leather sandals and plush slippers. Want to 
sell to mail order, chains and department ee 
Will assign exclusive territories. * Commissi 
paid monthly. BOX #442. REALSERVICE, 
110 West 34th Street. New York N. Y, 


SIDE LINE SALESMAN WTD. 

















SIDELINE SALESMEN 


te carry 
“LAZYMAN SHOE HORN" 


commission, Long profits to Retailers. 
ots deal for Jobbers. 


U. S. PLASTIC CO. 
1453 Ne. Lake Ave., Pasadena 6, 











SIDE LINE SALESMAN WANTED: Estab: 
lished Wholesale Shoe Firm handling Wo 
men’s Novelties desires side line salesmen. All 
territories open. Write experience and refer- 
ences. Address Box #163, care of Boot and 
Shoe Recorder, 10 High Street, Boston 10, 
Mass. 





SIDELINE SALESMEN! 
Easy to sell “Rolla” Footwear Exerciser; 
very profitable to you end dealer. Gen- 
erous commission basis. Write today, 
Several territories open! 

FOOT CHOICE yg INC. 
Marietta, Ohio 














SIDE LINE SALESMEN: Women’s Camp 
Moccasins; Openings South and Southwest, 
Commission basis. Write full particulars. Ad_ 
dress #158, care Boot & Shoe Recorder, 100, 
East 42nd Street, New York 17, N. Y 


WANTED: Side Line Salesmen to Sell Better, 
Grade Canadian Slippers to Well Rated Re-_ 
tailers. All territories open except New York, 
Pennsylvania, Kentuc’ and North Carolina. 
Address Box #B-155 Boot and Shoe Recorder, 
10 High Street, Boston 10, Mass. 








The rate ~~ a eine 


Classified advertisin 
advertising except 








la 
for each Whe hen a box number is 


is payable in advance. Send 
¢ regular advertisers on contract. 
The rate for all displayed or boxed in classified advertisements is $7.00 an inch with a maximum of 46 words per inch. 


all Advertisements for this page must be in our New York Office 10 days preceding publication date = 


CLASSIFIED ADVERTISING RATES 


ed classified advertising is 10 cents a word under any of our classified headings. Minimum rate is $1.80. 
red, addressed to any of our offices, 12 words must be added for ye and enaresd, 
at the Ee a If advertiser’s own name and address is used, count each word (street number is one word) at word rate 

k or money order with your copy. No a are op 4 tor classified 


















Boot and Shoe Recorder. 


























HELP WANTED 


LINE WANTED 


FOR SALE 





— 


F collont Opportunity 


FOR FABRIC FOOTWEAR 
PATTERN AND DESIGN 
MAN, 30-40 


A Large, well-known Footwear Manu- 
facturer expanding its Fabric Foot- 
weer business has an opening with an 
excellent future for a man 30-40, with 
knowledge of Pattern making and 
grading. Responsibilities will include 
working out style details and produc- 
tion follow-through. Location moder- 
ately small midwest community. Write 
in confidence, giving complete resume 
of past experience in first letter, in- 
cluding salary requirements. 

Address 154, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York 7, N. Y. 














MANAGER-BUYER for high grade Retail 

Family Shoe Operation; highest type indi- 
vidual. Pittsburgh area. Confidential. Address 
#159, care Boot & Shoe +; i han 100 East 
42nd Street, New York 17, N. Y. 





SHOE STORE 
MANAGERS 
Rapidly expanding ladies’ shoe 
store chain needs thoroughly ex- 


perienced Managers qualified for 
large stores. Many opportunities 
for future development. Apply, 
stating full details of your ex- 
perience, age, remuneration ex- 


Box 351, Suite 1800 








TIMES TOWER, N. Y. 18, N. Y 





SHOE SALESMAN AND MANAGER: Ex. 

perienced man for Women’s and Children’s 
Shoe Store located in Brooklyn, New York. 
State all qualifications as to experience, 
expected, etc. Address #153, care Boot 
Shoe Recorder, 100 East 42nd Street, New 
York 177, N. Y. 


CUTTING ROOM FOREMAN WANTED 
for Ladies’ eee Shoes; one experienced 





in Paint po ity of Leather and Reptiles. 

Philadelphia firm. Address #150, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 





LINE WANTED 





MANUFACTURERS! Salesman, 35 years old, 

_. with 15 years’ retail and road experience 
wishes a Line of Women’s or Men’s Shoes, 
Vet, with good references. Address sie, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 


RESPONSIBLE SALESMAN WITH GOOD 
FOLLOWING in New Jersey, Pennsyl- 


Women’s Leather Shoes. Address #156, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 


M ANUFACTURERS ONLY, Men’s, Wo 
men’s or Children’s; twenty yeare traveling 
Western Pennsylvania and Ohio; 


references. 
4 Shoe meeeedes, 100 East 42nd Street, 
New York 17, N. Y. 








July 15, 1946 





S HOE MERCHANT DESIRING TO RE 
ENTER JOBBING BUSINESS, financially 
sound, desires distribution 


to in of as + 
nd —_ X- ~ good shoes in ° 
cellent references. #122, care Boot 
& Shoe oe a 100 East 42nd Street, New 
York 17, N. 





METROPOLITAN NEW YORK 
1 am the New York representative for well 
ees, See Gan Gane and have a large 
jowing. open for a side line a 
Chitarests pre-Welts to be sold to better ac- 
counts only. Mo interested in 
volume business are invited to reply. 





152, care BOOT & SHOE oo 
100 East 42nd Street, New York, N. 











FOR SALE 





ONLY FAMILY SHOE STORE IN TOWN 
OF 12,000 population in New Jersey; es 
tablished 30 years; doing $40,000 yearly. Stock 
and goodwill $12,000. Four room songnere in 
rear. With or without, good income property. 
Address #118, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. 





For Sale 


Approximately 462 Pairs 
Misses’ size 12/3 Lasts 
for California Slip-lasted 
construction. Never 
been used. 


Address (62, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York, N. Y. 














WANTED TO PURCHASE 











HUARACHES 


UNIFORM QUALITY 
Guadalajara Women's 3/8 
whole sizes $1.35 
Child's 10/2 whole sizes 1.30 


Oaxaca (steerhide) 3/8 
half sizes 2.00 


36 pairs te case 
PROMPT DELIVERY 


RIO GRANDE IMPORTING CO. 


Brownsville, Texas 








G. |. Navy Raincoats, $3.85 each; Battle 
Jackets, $9 each; Gob Hats, Pea Jackets. 
Steamer Trunks; Cots; Surplus Work 
Clothing; Shoes. 


Ss. J. SMALL CO. 


1209 Broadway New York, N. Y. 














WANTED TO PURCHASE 


BARIS BUYS 


ity Shoes fer oor Sten, 
wake, and 
FOR ~ A 


BaRis | Suoe Se. | 
79-81 Reede tha New York 7, m. ¥. 

















1215 Washington Avenue—St. Louis, Me. 


TOP PRICES FOR YOUR SURPLUS BETTER GRADE SHOES 


Convert into cash—any quantity 
YOUR NAME PROTECTED ... WRITE — WIRE OR PHONE 
RELIABLE SPECIALISTS IN FINE SHOES FOR 15 YEARS 


M. K. WEIL SHOE Co. 


Contre! 4898 











WANTED . 
Sell us your Factory Damaged Samples, 


Jobs and Return Worn Shoes. Highest 
W. M. SHAFER 
Box 604 Lancaster, Ky. 








WANTED. TO Buy 


tine & doing pend Pl 
deal at 100%, on clean stock. 


Write Box £115. e/e BOOT & SHOE RECORDER 
208 Se State Street, Chieage 4, Iii. 














WANTED IMMEDIATELY: Used X-Ray 
pe ree floor covering of any kind for 

80’ 20’; ; Chromium Shoe Seats. R. 
H. H. VIOLA & SONS, Abilene, Kansas. 





FAMILY SHOE STORE WANTED, located 
Delaware, District 


Cash Address 
Shoe Recorder, 100 East 
ew York 17, N. Y. 


42nd Street, 


su us row — wort I Fine Foobwear 


QUICK ACTION | 
WIRE OR ‘PHONE 


MOSINGER BROS. 1235 WASHINGTON avenue ST. LOUIS, MO. 
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WANTED TO PURCHASE 








WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 


SHORT LEASES ASSUMED 


YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs” 
89 READE STREET 


New York City 
Phone BARCLAY 17-7887 











WANTED TO PURCHASE SHOE STORE, 

Ladies’ Specialty Shop or Small Depart- 
ment Store located in Midwest. Must do an- 
nual gross of $100,000-$250,000. Address #149, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N.. Y, 


SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 


95 Reade St., New York 13, N. Y. 


FOREMOST SHOE BUYERS SINCE 1906 
COrtiandt 7-6378-9 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 
B. SABIN 


98 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 








WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
& A es Shoes for Men, Women and 


FOR CASH 


BROITMAN-GAFFIN SHOES, INC. 
147 Duane Street, New York 7, N. Y. 
Telephone: Worth 2-4548 














BUSINESS OPPORTUNITY 








NEW YORK JOBBER 
Soda in House Slippers Id 
i} to sell profeble business 4g to ‘other 
interests. Volume $100,000 annually. Low over- 
head. Excellent o nity for experienced 
a to double volume. Cash required 
Address 166, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York 17, N. Y. 














PATENT FOR SALE 








SHOE MANUFACTURERS ATTENTION! 


PATENT FOR SALE 
For cash or on Royalty basis. Simple at- 


changes . Pump into rt Ox- 
ford. ideal for ~ irts ond. poet 
shoes. Also color patlen possibilities. 
Seese simply and inexpen- 








Address 157, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











C. Chester Phelan 


RocHester, N. Y. — C. Chester 
Phelan, a member of the firm of Harry 
H, Phelan & Co., one of Rochester’s. 
oldest retail shoe establishments, died 
July 7, age 59 years. 

Mr. Phelan was a native of Roches- 
ter and with his brother, Harry H. 
Phelan, took over the business founded 
by their uncle, James H. Phelan, in 
1906. The business was started in 
1869 in Andrews Street, near State, 
in the heart of Rochester’s shoe and 
leather district. Later it was moved 
to’ 11 Andrews Street and in 1934 to 
its present location. 

Besides his brother, Harry, Mr. 
Phelan leaves another brother, James 
W. Phelan of Pittsford; his widow, 
Ada L. Phelan; a son, Richard L. 
Phelan; two sisters, Marie T. Phelan 
of Chicago and Florence E. Phelan 
of Kankakee, Ill, and a grandson, 
Peter Phelan. Funeral services were 
held July 10 at 2:30 p. m. Burial was 
in Mt. Hope Cemetery. 





Firm Elects New Officers 


MEmPHIs, TENN.—Plough, Inc., has 
announced the election of six new of- 
ficers: Ramon R. Diaz, vice-president in 
charge of foreign sales; Charles S. 
Drane, vice-president in charge of ad- 
vertising; J. Calvin Ozier, administra- 
tive vice-president; James E. Robert- 
son, vice-president, administrative and 
in charge of sales; Harry B. Solmson, 
administrative ‘vice - president; and 
Charles A. Harrelson, secretary-trea- 
surer. 





Plant to Make Moccasins 


HaMpPstTeaD, N. H.—A former men’s 
pants factory here has been sold by 
Carl Bullis to Joseph Dabrokski of 
Derry, who will operate it as the Merry- 
Moc Shoe Corp., manufacturing moc 
easin-type shoes. Installation of me- 
chinery is already under way and oper- 
ations will be started soon, with a pay» 
roll of 75 to 100 men and women, Mr. 
Dabrokski stated. 

The plant, located on the Derry- 
Hampstead line, was operated by Mr. 
Bullis as a shoe factory before he con- 
verted to the manufacture of pants. 





Add to Space 


MANCHESTER, N. H.— The Salvage 
Shoe Co. is taking over additional space 
in the former Cohas factory, which the 
concern purchased some time ago, fol- 
lowing the removal of some classes of 
the New Hampshire Trade School from 
the second floor of the building. 

Other vocational classes will con- 
tinue to operate on the main floor for 
several weeks, and the Danvers Shoe 
Co. will remain on the fourth floor 
until July 1, after which the Salvage 
concern can occupy the remainder of 
its building. 











MERCHANTS' NEEDS 





FIT COMES FIRST 


with the original 
SHOE DOCTOR SHRINKERS 





Curved type fren 
Special! combination offer $32.50 (fluids 
included in above prices). 


Send your order or write for detail information. 


E. C. SMELTZER CO. 


121 EB. Gist Street, Indianapolis, Ind, 





Iitals ».» Ydeas 


YOUR 


FOP. 


NEWSPAPER, ADVERTISING 





—If you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 
A quarterly matrix service of carefully 
written copy, photographs and beauti- 
ful art work for direct mai! and news- 
paper advertising. 


ping Service 
Actual newspaper tear sheets of ads 
of stores the exact 


shoe ; you 
stores and cities you want to see or 
leave the selection to our advertising 


merchandising ems of a business, 
and to be ly In a position to 
> a business development 


* 
VINCENT EDWARDS & CO. 
World’ odvertising service 
rede 


342 Madison Avenue, New York City 

















Introduce New Material 


Sr. Louis, Mo.—The General Boards 
Company recently introduced to the 
trade a new, resilient platform material 
in sheets called Genco. It is a sister 
product of this company’s wood-fiber 
Genco heel which during the past 10 
years has been used extensively on 
wedge-type casual shoes. 
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